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Cold Pill Battle 
Settles Down to 
a Steady Sniffle 


New York, Nov. 30—The war on 
the cold pill front, after a violent 
outbreak (AA, Nov. 26), has set- 
tled down to a steady sniffle. 

This week’s developments in- 
clude indications that Grove Lab- 
oratories may be acting to head off 
possible government intervention 
and a statement by Anahist Co.’s 
president explaining his company’s 
position with regard to the dis- 
puted bioflavonoid research pro- 
jects. 

While a spokesman for Grove 
said that company executives have 
been having “informal conversa- 
tions” with officials of the Federal 
Trade Commission and the Food & 
Drug Administration in Washing- 
ton this week, he would not com- 
ment on whether or not Grove 
would be changing some of the ad- 
vertising claims made for Citroid 
Compound. 


® In St. Louis, Grove’s president, 
James H. Grove, answered the 
question of advertising changes by 
Saying (1) that no government 
agency has asked Grove to change 
any of its ads, (2) that Grove pol- 
icy has always been to regard ad- 
vertising copy as “in continuous 
state of flux in order that it may 
promptly reflect the acquisition of 
additional data.” 

The press release front—punc- 
tuated last week by dispatches 
from the Anahist agency (Ted 
Bates & Co.) and the Citroid 
agency *(Dowd, Redfield & John- 
stone)—has remained silent since 
then. 

In response to a request by Ap- 
VERTISING AcE for comment on the 
charges by Grove that the bioflav- 
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FORECASTERS—Here is the panel of speakers who sketched the future 
at the eastern meeting of the American Assn. of Advertising Agen- 
cies. They are James H. S. Ellis, president, Kudner Agency; Barton 
A. Cummings, president, Compton Advertising; Adolph J. Toigo, 


president, Lennen & Newell, and 


Bryan Houston, board chairman, 


Bryan Houston Inc. 


At ARF Meeting... 


Ads Pose No Threat to 
Public Psyche: Dollard 


People Have Lots of 
‘Filter Devices,’ Says 
Psychology Professor 


New York, Nov. 29—If adver- 
tisers are walking around worrying 
about how they’re damaging the 
public’s psyche and stunting the in- 
dividual’s capacity for judgment, 
they can quit. They aren’t that ef- 
fective. The public is sufficiently 
skeptical so that it’s in no danger 
of being over-plastic, and it has a 
lot of filter devices. 

That’s what Dr. John Dollard, 
professor of psychology at Yale 
University, told the Advertising 
Research Foundation in a _ talk 
studded alternately with reassur- 


Food Field Stews Over Reports That 
Fatty Foods Cause Heart Disease 


AMI Plans Ad Drive 
-in Medical Books 
to Refute Charges 


Cuicaco, Nov. 30—The latest 
rash of publicity linking fatty 
foods with heart diseases is caus- 
ing a furor in some segments of 
the food industry. 

Although most of the spokesmen 
for food associations refuse to com- 
ment officially on recent articles 
in Time and The Saturday Evening 
Post, many of them express deep 
concern that the general public 
will be swayed by the publicity, 
to the detriment of certain foods. 


s The theory that fatty foods con- 
tribute to heart disease is about 
two years old. The latest furor 
was touched off by an article in 
the Nov. 12 issue of Time, in which 
Dr. Norman Jolliffe, a well-known 
nutritionist, was quoted as say- 
ing: 
“No prudent person who has 
had, or wishes to avoid, coronary 
heart disease should eat a high-fat 


diet of the type consumed by most 
Americans. This applies to all 
races and occupations, to the phy- 
sically active and to the sedentary 
...to the chain-smoking, tense, 
ambitious executive, and to...the 
satisfied, relaxed barkeeper.” 


s A longer and more detailed ac- 
count of the experiments of cer- 
tain doctors and scientists ap- 
peared in the Dec. 1 issue of the 
Post. Among the “fatty” foods 
singled out in this article were 
pork products, fat varieties of fish, 
whole milk, cream, ice cream, 
margarine, salad dressings, eggs, 
gravies, cream sauces, soups, choc- 
olate and nuts. 

It is the theory of Dr. Jolliffe 
and Dr. Brian Bronte-Stewart, a 
British medical researcher at the 
University of Cape Town, that 
saturated or animal fats (including 
butter and egg yolks) raise choles- 
terol levels in the human blood, 
while unsaturated or vegetable fats 
(corn, cottonseed and peanut oils 
and some olive oils) help lower the 

(Continued on Page 85) 


ance and mordant wit. 

He confessed that when adver- 
tising “tells me what I want to 
know I consume it eagerly, and 
when it tells what I don’t want to 
know I resent it or turn if off. It 
often makes me miserable because 
it stimulates desires which I can- 
not indulge, once hooked, or it 
makes me work harder to get what 
I might not have wanted.” 


# As Dr. Dollard sees it, critics of 
advertising think advertising has 
gone far beyond being a neutral 
device for selling and now can 
make Americans buy or think any- 
thing advertisers wish them to... 
that advertisers can subvert the 
process of individual judgment and 
reduce the individual to a pawn 
manipulated by the forces of mass 
communication. 

These fears are three, he said: 

1. That advertising can compel 
people to do anything in the com- 
mercial or political sphere. 

2. That study of man’s uncon- 

(Continued on Page 81) 
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At Eastern 4A‘s Meeting... 


Don’t Underestimate _ 
Client's Brain Power, 
Says Schlitz’s Toigo 


New York, Nov. 29—Most of 
what went on at the American 
Assn. of Advertising Agencies’ 
eastern conference, which ended 
here yesterday, consisted of advice. 
It was advice from young people in 
the advertising business (on how 


Miles Labs Leaves 
NBC, Buys 52-Week 


Mutual ‘Saturation’ 


Cuicaco, Nov. 30—Miles Labora- 
tories has shifted its network radio 
business from NBC to Mutual in a 
programming transfer amounting 
to more than $1,500,000 a year 
gross. 

In the switch, which takes effect 
Jan. 1, the drug company will drop 
all NBC programs, including a 
news strip, a heavy schedule 
of news shots on “Monitor” and 
participations in morning and 
afternoon music and drama shows. 

In their place, Miles will put a 
52-week Mutual “saturation” pack- 
age which includes 29 five-minute 
news and commentary shots and 
10 five-minute participations in 
weekday programs. 

One of the latter will be “Queen 

for a Day,” which Miles sponsored 
several years ago. 
s On the news side, Miles will 
join Kraft Foods Co., which last 
week renewed its series of five- 
minute news programs on Mutual. 
Miles’ news and comment shots 
will run every day of the week, 
mainly in late-morning, late-after- 
noon and late-evening positions. 

The package will promote five 
Miles products—Alka Seltzer, One- 
a-Day vitamins and Bactine, Tab- 
cin and Nervine remedies. Geof- 
frey Wade Advertising, Chicago, 


is the agency. 


Last Minute News Flashes 


Grey Named to Handle Greyhound Advertising 

New York, Nov. 30—Greyhound Corp. will announce next Monday 
that it has named Grey Advertising Agency to handle its advertising, 
effective March 1, 1957. The current agency for Greyhound is Beau- 


mont & Hohman, Chicago. 


Sacks Is Named Head of NBC-TV Programming 
New York, Nov. 30—Emanuel Sacks, a staff vp of National Broad- 


casting Co. and its parent company, RCA, has been named vp in 
charge of programming for NBC-TV, in addition to his staff assign- 
ments. The programming post formerly was held by Richard A. R. 
Pinkham, recently named vp in charge of advertising. The network’s 
program department also will be reinforced with the addition of 
Robert F. Lewine, who has resigned as talent and program vp at ABC- 
TV to join NBC-TV as a vp and general program executive. 


Steel Door Reappoints MacManus, John & Adams 

BIRMINGHAM, Micu., Nov. 30—Steel Door Corp., world’s largest man- 
ufacturer of steel garage doors, has reappointed MacManus, John & 
Adams, Bloomfield Hills, to handle its advertising, effective Jan. 1. 
Howell & Young, Birmingham, has been handling the account; prior to 
its appointment, MacManus, John had been Steel Door’s agency. The 
ad program will include consumer and trade advertising, as well as 
marketing research and merchandising. 

(Additional News Flashes on Page 85) 


Avoid Ad Talent Rut; Outsiders May 
Do Better, Cost Less, Brorby Says 


to progress in it) and for estab- 
lished workers in the business (on 
how to get the most from the peo- 
ple who are in it now). 

It can be summed up in about 
six phrases: For the young peo- 
ple—learn the business thorough- 
ly, utilize the information avail- 
able, have courage. For the ad- 
vanced executive: Stop insisting 
on overspecialization, in view of 
a coming manpower shortage; take 
more time to think, and show more 
courage in sticking to decisions. 

Melvin Brorby, senior vp of 
Needham, Louis & Brorby, Chi- 
cago, warned the management 
luncheon that personnel needs in 
the agency business dictate a 
swing away from specialization. 
He pointed out that several agen- 
cy heads—Robert Holbrook, chair- 
man of Compton; Norman Strouse, 
president of J. Walter Thompson 
Co.; Sigurd Larmon, president of 
Young & Rubicam, and Thomas 
D’Arcy Brophy, chairman of Ken- 
yon & Eckhardt—did well in the 
agency business although they did 
not begin there. 


a“We are, perhaps, somewhat 
overimpressed with our own 
scarceness. If we look back over 
the stream of men who have ap- 
plied to us for jobs and the few 
who got by our screening methods, 
we may have to admit that we 
may have been too difficult—too 
prone to judge by externals, too 
narrow in our conceit and too un- 
willing to experiment with the un- 
conventional,” he warned. 

Mr. Brorby said he thinks the 
agency business can profitably 
hire people who have spent five 

(Continued on Page 84) 


More Boom Is 
Seen by U.S 
Agriculture Dept. 


Red Meat Consumption 
Hits New High; Dairy, 
Poultry Prospects Good 


Wasuincton, Nov. 27—The post- 
war boom will continue through 
1957; the same factors which have 
buoyed it up in the past will con- 
tinue to operate. 

This is what Nathan M. Koffsky, 
analyst in the agriculture market- 
ing service, told the Department 
of Agriculture’s annual outlook 
conference “fh 

Continued spending by govern- 
ment and business will result in 
further increases in the flow of 
wages and salaries of consimers, 
Mr. Koffksy said. 

Since saving is already at a fair- 
ly high rate, he anticipated that 
much of this increase will be 
translated into purchase of con- 
sumer goods and services. 

Despite some slackening in 
home building, automobiles and 

(Continued on Page 8) 
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~ General Mills Distributes 9,000,000 
Cookbooks, 1/3 as ‘Coronet’ Inserts 


Reprints of 29-Page Ad 
Also Will Be Fastened 
to Product Packages 


MINNEAPOLIS, Nov. 28—General 
Mills will run what is believed to 
be the biggest single-company ad- 
vertisement ever to appear in a 
magazine when its 29-page remov- 
able “Bisquick Cook Book” ap- 
pears in the January Coronet. 

The cookbook, featuring Betty 
Crocker recipes, is actually 28 
pages long, with the second cover 
of Coronet (in four colors) serv- 
ing as an introduction. The covers 
of the cookbook itself appear in 
four colors, while inside pages are 
black plus one additional color. 

General Mills, which expects to 
get approximately 3,000,000 copies 
of the cookbook thus distributed, 


a 


nanaianadinns 
peers 


oe 


OUTSERT—This -29-page Betty 

Crocker cookbook, an insert in 

Coronet, also doubles as a General 
Mills product package outsert. 


also plans to attach perhaps twice 
as many reprints of the book to 
packages of its products. 

The GM agency, Knox Reeves, 
first approached Coronet months 
ago with an idea for a removable 
cookbook and left it to the mag- 
azine to figure out how it might be 
accomplished. 


a “A brand new technique of 
magazine printing and binding has 
been developed to allow house- 
wives to remove the book intact 
for future reference,” said Arthur 
Stein, publisher of Coronet. 

He said about 20 different ways 
of including a book with the mag- 
azine were tried before a practical 
method was evolved. The cookbook 
will appear in Coronet with two 
inch-long notches at the bound 
edge. These provide ease in re- 


moving and permit the book to be 
an integral part of the magazine, 
thus meeting post office require- 
ments. 

For its 29 pages in Coronet, 
General Mills is paying about 
$165,000. 

According to R. H. Burbank, vp 
at Reeves, General Mills is plan- 
ning~in addition to the cookbook 
project—“a major promotion effort 
aimed at executives in the food 
industry, store managers and con- 
sumers.” 


Holtzman, Stechel 
Form N.Y. Agency: 
Monitor Advertising 


New York, Nov. 27—Monitor 
Advertising Agency has hung out 


its shingle at 25 E. 2 St. The 
new agency will offer general ad- 
vertising, merchandising and pub- 
licity services. 

Principals are Aaro . Holtz- 


man, for the past 14 years an ac- 
count executive with Posner- 
Zabin Advertising, and Jesse 
Stechel, formerly trade relations 
manager for Brown-Forman Dis- 
tillers Corp., Louisville. 

Before entering the advertising 
business, Mr. Holtzman was with 
the Fairchild Publications. Mr. 
Stechel joined B-F after serving as 
publicity director of Licensed Bev- 
erage Industries. Before that he 
had been a business paper editor 
in several industries. 

The new agency, AA was told, 
will not release the names of its 
clients until after Jan. 1. 


Starts Broadcast Service 

A new consulting service in the 
field of radio and tv research has 
been inaugurated by Charles H. 
Smith, formerly director of re- 
search of WCCO and WCCO-TV, 
Minneapolis-St. Paul. Mr. Smith 
has set up in business as a con- 
sultant in Minneapolis in order to 
provide “more and better research 
for stations on a scale short of 
providing their own research de- 
partments.” 


Norge Appoints Kimball 

John P. Kimball has been ap- 
pointed director of the Norge sales 
institute, a new department of 
Norge division, Borg-Warner 
Corp., Chicago. For the past four 
years, Mr. Kimball was associated 
with Avco Mfg. Corp., most re- 
cently as manager of sales training 
for the Crosley and Bendix home 
appliance divisions. 


BOOK MEN—Looking over the 29-page cookbook to appear with the 
January Coronet (and in reprints to be attached to General Mills 
product packages) are Jack Matthes, advertising manager of GM’s 


Bisquick division; Arthur Stein, 


Coronet publisher, and Richard 


Burbank, vp of Knox Reeves Advertising. 


GIN ON WHEELS—A highlight at the Schenley showcase on wheels is 

a working model of a gin distillery. Visitors can follow distillation 

and packaging processes step by step, through the aid of cutaway 
sections and explanatory diagrams and notes. 


| ‘57 Outlook... 


Crowell-Collier 
Sees Auto Sales 
Dip to 5,200,000 


New York, Nov. 28—If Crowell- 
Collier’s look into the car-buying 
future is any criterion, Detroit auto 
makers are going to be somewhat 
unhappy in 1957. 

In its 20th annual survey, made 
by W. R. Simmons & Associates 
Research, the publishing company 
indicates that Americans plan to 
buy some 5,200,000 automobiles 
next year. 

That figure is considerably under 
what some Detroit top brass are 
anticipating. For instance, Automo- 
tive News reported in October that 
S. E. Knudsen, general manager of 
Pontiac, was predicting a 6,500,000 
car year. J. M. Roche, Cadillac 
sales chief, was anticipating a fig- 
ure of 6,800,000. And F. C. Reith, 
general manager of Mercury, was 
expecting a year of 6,750,000 new 
car sales. 

Crowell-Collier’s figure of 5,- 
200,000 is hedged around with 
qualifications. For instance, it does 
not count “the numerous passenger 
cars bought for commercial and 
public use (such as company 
fleets, municipal, state and federal 
cars, taxis, etc.) which ostensibly 
count in the predictions of Messrs. 
Knudsen, Roche, Reith et al. 

Other hedges made by C-C: “In- 
fluences of new models, prices, 
credit conditions, manufacturer 
and dealer sales efforts and the 
economic outlook.” Any of these, 
says Crowell-Collier, “could pro- 
duce substantial differences be- 
tween this projection and actual 
new car sales.” 


s At this time last year, Crowell- 
Collier made a prediction of 5,480,- 
000 new car sales for 1956. For the 
first nine months of ’56, according 
to Automotive News, 4,612,825 cars 
have been sold. This compares with 
7,169,908 cars sold in the 12 months 
of ’55. 

In an editorial in its current is- 
sue, Automotive News says, “1957 
should be a much better year than 
1956, not quite as good as 1955,” 


Studebaker Names Skillman 

Sydney A. Skillman has been 
appointed assistant general sales 
manager for both Studebaker and 
Packard marketing activities of 
Studebaker-Packard Corp., in 
South Bend. Mr. Skillman, who has 
been with Studcbaker since 1927, 
was most recently New York zone 
sales manager. In his new position 
he will be in charge of zone and 
field sales organizations. 


Naegele Adds Evansville Co. 

The Evansville Outdoor Adver- 
tising Service, Evansville, Ind., has 
been integrated into the group of 
Naegele Advertising Co. affiliates. 
The Evansville company will be 
absorbed by Swanson-Nunn Signs, 
Evansville, and will operate as one 
company. John Aull, president of 
Swanson-Nunn, becomes president 
of the entire operation. 


Ferry Receipts (or 
Equivalent Thereof) 
Are Schenley Prizes 


New York, Nov. 27—Schenley 
Distillers Co. entered the ranks of 
advertisers offering offbeat prizes 
in a consumer contest yesterday. 
It launched a new campaign to 
carry the story of its products di- 
rectly to the consumer via its 
Golden Age of Elegance Show- 
case, a $1,000,000 twin-trailer ex- 
hibition on wheels in the heart of 
the theatrical district here, a park- 
ing lot on W. 5ist St. 

Simultaneously, Sidney E. Frank, 
Schenley president, released de- 
tails of the contest, which will be 
advertised by means of cut-ins in 
regular Schenley ads in metropoli- 
tan newspapers starting next week. 
Batten, Barton, Durstine & Osborn 
is handling the promotion. 

Top winner in the contest will 
get a check for a sum equal to the 
complete receipts from a 24-hour 
run of the whole fleet of six Staten 


(Continued on Page 54) 


U.S. Families Aren 
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Beethoven's 5th? ... 


Offbeat Contests’ 
Pulling Power 
Is Ad Oddity 


Sponsors Take Risk— - | 
Many Witty Winners 
Turn Out to Be Admen 


New York, Nov. 27—Apparently 
money is just too ordinary and a 
trip to Paris just too run-ofsthe- 
mill. To titillate contestants in this 
inflationary, blase world, contest 
prizes these days are of such stuff 
as dreams are made on—a castle 
in Spain, a tropical isle, a palace 
on the Riviera. Or, more up to 
date, a trial psychoanalysis. 

Response to these contests is just 
as dreamlike as the prizes, the 
agencies report, especially if the 
contest itself is “in fancy bred” 
and offers entrants a waggish way 
to while away the time. 

Bert Piel reports that Harry is 
still down in the malt room count- 
ing over the entries that poured in 
to the Piel Bros. island competition, 
which tripled even Bert’s most ex- 
uberant estimates. 

Gulf Oil, still figuring out who 
won its offer of 30 days’ “living the 
life of Riley in a palace on the 
Riviera,” reports the contest drew 
“substantially more replies than 
expected.” In fact, “it far sur- 
passed everyone’s fondest hopes,” 
according to Young & Rubicam, 
which handled both the Piel and 

(Continued on Page 46) 
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Frozen Foods, Agriculture Dept. Told 


WASHINGTON, Nov. 28—Despite 
the widespread publicity and their 
rapid gain in popularity, it’s a 
mistake to conclude that US. 
families now live largely on fro- 
zen or pre-cooked foods, the De- 
partment of Agriculture’s annual 
outlook conference was told today. 

Drawing on hitherto unpub- 
lished results of a _ large-scale 
study on household foods pur- 
chases, Gertrude S. Weiss, chief, 
household economics research 
branch, Agriculture Research 
Service, reported the average ur- 
ban household still used only 9.8 
Ibs. of processed foods, compared 
with 18.6 lbs. of fresh fruits and 
vegetables, and spent nearly 50% 
more for fresh fruits and vege- 
tables than for processed items. 

Tv dinners, frozen meat pies, 
as well as old favorites such as 
canned soup, took only 4¢ of the 
urban household food dollar. 


Average food expenditures for 
urban households were $32 weekly 
in 1955, compared with $25.50 in 
1948, she said. The difference re- 
sulted from shifts in eating habits, 
as well as larger quantities. “If 
the average family bought its 1948 
market basket of food and. food 
services at 1955 prices, it would 
have spent a little better than one- 
fourth of the $6.50 increase,” she 
said. 

Subsequent reports from the 
survey, still to be published, will 
demonstrate how consumption of 
many commodities, such as milk, 
frozen foods, bakery products, 
meats and processed vegetables 
increases with income, while 
others, such as cereals and fresh 
vegetables, become relatively less 
important. 


® Breakdowns distributed at the 
conference showed that roughly 
30% of\the total market for food 
in the U.S. is provided by families 
in the $4,000 to $6,000 income 


group. This group accounts for 
28% of all U.S. families. The 19% 
in the over-$6,000 group represent 
25% more of the food market, and 
the 28% in the $2,000 to $4,000 
bracket another 24%. 

Urban families, which are 59% 
of the population, are 69% of the 
food market; rural non-farm, 28% 
of the population, are 24% of 
the food market; while farm fam- 
ilies, though 13% of the popula- 
tion, are only 7% of the food mar- 
ket. 

Wide regional variations are 
indicated. In the Northwest, the 
$4,000 to $6,000 group is a third of 
the market, and the over-$6,000 
group another 24%. In the North 
Central states and the West the 
over-$6,000 group is somewhat 
more important than the $4,000 to 
$6,000, accounting for 32% of the 
food market in the North Central 
states and 31% of the market in 
the West, compared with 31% for 
the $4,000 to $6,000 group in the 
North Central states and 30% in 
the West. The $2,000 to $4,000 
bracket is the largest single market 
in the South, accounting for 34%, 
followed by the $4,000 to $6,000 
group, with 23%; the under-$2,000 
group with 17%; and the over- 
$6,000 group, 15%. 

Wide regional differences also 
appeared for various other com- 
modities, she said. 


Ballantine Boosts Faupel 

Leonard B. Faupel has been 
named advertising manager of P. 
Ballantine & Sons, Newark brewer. 
James MacDiarmid, acting adver- 
tising manager for the past year, 
following the resignation of Henry 
Gorski, continues as assistant ad- 
vertising manager. Mr. Faupel 
joined Ballantine in 1937 and en- 
tered the advertising department 
in 1939. He served in the air force 
during the war, and since 1945 has 
been assistant to the advertising 
manager. 
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Keep Promotion 
Material Simple, 
Windett Urges 


Work Closely with 
Salesmen, ‘Daily News’ 
Exec Tells Central NNPA 


Cuicaco, Nov. 28—Arthur Win- 
dett, sales development director of 
the Chicago Daily News, yesterday 
urged newspaper promotion men to 
“tear down the fences” that exist 
between them and newspaper 
space salesmen. 

Speaking at the centra! regional 
conference of the National News- 
paper Promotion Assn., Mr. Win- 
dett said that more efficient sales 
tools could be developed to sell 
newspaper space if the promotion 
men would work more closely with 
space salesmen. 

Salesmen want recognition that 
they are the ones who are trans- 
lating sales promotion material in- 
to sales, and they want that mate- 
ria] to be simple and to the point, 
he said. 

“Whereas promotion material for 
mass media sometimes must spell 
out the whole story, must pull the 
suspect into that story by tricky 
art, layout, headings—materials for 
the human medium should be pro- 
fessionally attractive but with ma- 
jor emphasis on the sales point,” 
Mr. Windett said. 

“Generally we must not take the 
salesman’s thunder away from 
him. The art must not compete 
with the sales point. In reverse, 
the point to be made should hit 
you in the eye. We must always 
put ourselves into the salesman’s 
shoes. He is using this material 
on the spot and should know when 
and how much to say and empha- 
size,” Mr. Windett said. 


® Television, which was singled 
out as the chief opponent of news- 
(Continued on Page 86) 


Be Female—Sew, Knit, 
Crochet, Embroider— 
Captivate Men, Ads Urge 


New York, Nov. 30—“The new 
era of gentle living has begun—The 
New Age of Grace.” That’s the 
motto Coats & Clark is embroider- 
ing on its sales sampler for ’57 in 
a spring campaign that the com- 
pany promises will be the largest 
ever conducted in the needlecraft 
field. 

Starting in February, 64 pages 
have been scheduled in a lengthy 
list of magazines to announce the 
“Return of the Lady” and the Ren- 
aissance of the “gentlewomanly 
arts—sewing, knitting, crocheting 
and embroidering.” 

In keeping with this ladylike 
theme, the photographer chosen for 
the campaign is Cecil Beaton— an 
assignment the company considers 
“a real coup d’etat of the fashion 


world,” since Mr. Beaton is cos- 


Growing Use of R.O.P. 


Color Ads Is Cited 


by Bach as Key to Building Apparel Sales 


New York, Nov. 28—Newspaper 
advertising in color “is now ap- 
proaching the critical stage of 
qualitative change which tv 
reached back in 1949,” according 
to the current issue of “The Bach 
Letter,” released today by Henry 
Bach Associates. 

In the advertising agency’s opin- 
ion, the rapid expansion of r.o.p. 
color is of major importance to the 
apparel industry in helping re- 
verse the downward trend in sales. 

“For soft goods as a whole, and 
apparel in particular,” the report 
says, “b&w ads have severe limi- 
tations. While the general shape 
and style can be depicted, the 


CECIL E. (KIT) PARSON has been named 
advertising and sales promotion 
manager, American Kitchens divi- 
sion, Avco Mfg. Corp., Conners- 
ville, Ind. He formerly was adver- 
tising and sales promotion manager 
of Chambers Ranges Inc., Indiana- 
polis 


color of the fabric, its pattern and 
rtextural interest cannot be pro- 
jected to the reader. These qual- 
ities, in many cases, are the im- 
portant characteristics which dis- 
tinguish one item from the others; 
b&w reduces the effect of the ad 
proportionately.” 
(Continued on Page 43) 
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LADYLIKE—This spread in the February issues of Good Housekeeping, 
McCall’s and Woman’s Day opens Coats & Clark’s spring cam- 
paign heralding “The New Age of Grace” which “brings out your 
needlecraft talents.” Kenyon & Eckhardt, New York, is the agency. 


‘Gentlewomanly Arts’ Are Stressed 
in Coats & Clark Magazine Campaign 


tume designer for “My Fair Lady,” 
winner of the Neiman-Marcus 
Fashion Award and official pho- 
tographer for Queen Elizabeth. 


® Settings for the photographs 
were designed by Mr. Beaton, 
down to the pattern for upholstery 
fabric and wallpaper used in one 
of the ads, the company points out. 
And the whole campaign is de- 
signed explicitly to create fashion 
excitement in a field which has 
rather dowdy corinotations. 

Opening spread in the campaign, 
which will run in the February 
Good Housekeeping, McCall’s and 
Woman’s Day, pictures a teatime 
tete-a-tete with a gentlewoman 
daintily stitching an organdy 
luncheon cloth while her gentle 
husband watches .entranced. “The 
men are captivated,” the copy 
maintains. 

“For all of woman’s success in 
the man’s world, she now decides 
that the most wonderful thing to 
be is Basic Female. So everywhere 
you’ll notice more emphasis on 
feminine ways and _ feminine 
tastes,” the ad philosophizes. 


= “In this New Age of Grace, 
women again take up the gentle- 
womanly arts—sewing, knitting, 
crocheting and embroidering. Be- 
cause needlecraft is creative and 
enjoyable. Because it breaks the 
tensions of today’s living. And be- 
cause feminine preference for in- 
dividuality makes handmades the 
(Continued on Page 42) 


At Eastern 4A’s Meeting... 


Let Jingle Artists 
‘Shoot Moon’: Miller 


Execs from 3 Agencies 
Solve Media Problem on 
‘Hypothetical’ Product 


New York, Nov. 28—Comments 
by Mitch Miller at one session of 
the eastern meeting of the Ameri- 
can Assn. of Advertising Agencies 
yesterday—a session devoted to ra- 
dio-tv creativity—might be loosely 


Hints, 2nd-Hand 
Reports Led Him 
to Resign: Wallach 


New York, Nov. 27—In a de- 
tailed letter to ADVERTISING AGE, 
Philip C. Wallach, director of pub- 
lic relations and advertising, H. K. 
Porter Co., has offered a 14-point 
substantiation of his earlier charge 
that the National Industrial Adver- 
tisers Assn. considered him too 
“controversial” to fill the post of 
general chairman of that organiza- 
tion’s conference committee. 

The communication was received 
within a few hours of the appear- 
ance of yesterday’s issue of AA, 
which carried an account of his 
version of the story. It also con- 
tained a “refutation” of a state- 
ment by George Buehler, Chicago 


Freeman Regrets 
‘Misunderstanding’ 

New York, Nov. 29—In a state- 
ment issued today to ADVERTISING 
Acs, John C. Freeman, president of 
NIAA, said, “I’m sorry about this 
misunderstanding. While it’s true 
Mr. Wallach was under considera- 
tion as chairman of the conference 
committee, he was never officially 
appointed by any officer of NIAA. 
I still hope at some later date he 
can accept some committee re- 
sponsibility with the association.” 


representative of Machinery and 
former president of the Chicago 
t.f. Club. Mr. Buehler said he had 
not written Mr. Wallach a letter, 
and had called a letter of appreci- 
ation for Mr. Wallach’s address to 
that group written by the program 
chairman “a routine form letter.” 
This is the latest development in 
a hassle that grew originally out of 
the speech made by Mr. Wallach to 
(Continued on Page 86) 


Contest prizes are no longer the 
staid things they used to be. 
ADVERTISING AGE looks over some 
of the zany offers in consumer 
contests being run by Piel Bros. 
(an island); Kayser hosiery 
(bathtub full of champagne, 
trial course of psychoanalysis) ; 
Qantas Airlines (archdukery of 
Qantasylvania) 

Leo Burnett Co. moved into the 
Prudential Bldg. on Oct. 29, and 
found its coliective creative mind 
stumped (it says) by what to 
do with a terrace that is part of 
its tenancy in the new Chicago 
skyscraper. A small block of 
type in an ad announcing its 
move asked for suggestions 
about the terrace. Replies came 
from an angry housewife, a re- 
cently emigrated Hungarian, and 
a gentleman with a quodlibetal 
turn of mind ..... .+++-Page 48 

William D. Tyler, copy expert, de- 
fends copy against the research- 


it and the put-a-big-picture-in- 


it schools of advertising. He 
points out that there are differ- 
ent kinds of advertising, each 
serving its own function in sell- 
ing the product. These kinds of 
advertising, he says, can be re- 
duced to three kinds of appeal: 
The appeal to the mind, the ap- 
peal to the senses and the appeal 
to the subconscious ....Page 65 
E. B. Weiss says that one reason 
the retailer can influence the 
sale of a brand by manipulating 
its position on the shelf or in dis- 
play is that brand advertising is 
now so similar. This follows, he 
says, from the “conformance 
factor” in large corporations, 
where people are hired who con- 
form. The result is, these people 
create advertising that “con- 
forms” and the consumer devel- 
ops the attitude: “What’s the dif- 
ference, which brand?”. .Page 68 
Gordon Selfridge will go down in 
retailing history as the man who 
transformed the department 


Features in This Issue 


store into the glittering palace 
of merchandise and convenience 
it is today. A new book, pub- 
lished in London, “No Name on 
the Door” by A. H. Williams, 
tells how Mr. Selfridge trans- 
ferred his experience at Mar- 
shall Field & Co. in Chi- 
cago to a store he built in 
London in 1909 and became 
one of the lords of merchandis- 
ing in the world ........Page 78 
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paraphrased—“It don’t mean a 
thing if you ain’t got that swing.” 
He entered a plea for more free- 
dom for the people who create 
and perform musical commercials. 

Mr. Miller is director of popular 
artists and repertoire at Columbia 
Records; he has had a hand in a 
number of hit jingles. 

“Music spots must have per- 
sonality,” he said. “And personal- 
ity cannot be legislated by com- 
mittee. Let your creative people 
create and your performers per- 
form and give them the freed. m to 
shoot for the moon. As a perform- 
ing musician, I’ve watched how all 
the spirit and guts of musical spots 
have been gradually emasculated 
because everyone had to be 
pleased. All the ‘t’s were crossed— 
all the ‘i’s dotted, but the per- 
formance and excitement were left 
in the recording studio.” 

Mr. Miller also warned against 
trying to cram too many adver- 
tising facts into a single spot. 

“A 20-second or one-minute 
spot should not degenerate into a 
contest with a stop watch to see 
how many facts can be crammed 
and stuffed into the allotted time,” 

(Continued on Page 83) 


Advertise More, 
Van Volkenburg 
Urges Coffee Men 


Boca Raton, Fia., Nov. 27-—The 
U.S. coffee industry must greatly 
increase its advertising expendi- 
tures if it is to capture a bigger 
share of the beverage market, John 
L. Van Volkenburg, who earlier 
this month announced his resigna- 
tion as president of CBS-T'V, said 
yesterday. 

Speaking at the 46th annual con- 
vention of the National Coffee 
Assn., Mr. Van Volkenburg pointed 
out that although America’s total 
advertising budget has trebled— 
reaching nearly $10 billion in the 
past ten years—the rise in all cof- 
fee advertising has been “relatively 
small.” 

The large increases in U.S. ad- 
vertising expenditure show that 
advertisers have become increas- 
ingly aware that, in this era of self- 
service, they must do more adver- 
tising or face losing their markets 
to aggressive competitors, either 
in their own field or in other types 
of products, he said. 


® Mr. Van Volkenburg pointed out 
that the soft drink industry, which 
has boosted its per capita consump- 
tion some 90% over 1941, invested 
more than $125,000,000 in adver- 
tising last year. The brewing indus- 
try, which has scored a 31% gain 
in per capita consumption since 
1941, invested more than $100,000,- 
000 in advertising in 1955, he said. 


He supported his ease for bigger 


ad budgets by citing the success of 
soluble coffee. In 1950, he said, 
soluble coffee, backed by heavy 


.|promotions, made the greatest 


gains among all processed foods, 
despite heavy ad support for other 
food products. 

Some large coffee companies 
with national brands have trebled 
their television advertising expen- 
ditures in the last four years, he 
said. The companies have boosted 
their expenditures on three tele- 
vision networks from $6,000,000 in 
1953 to an estimated $26,000,000 
this year, but regional roasters 
have not upped their appropria- 
tions proportionately, he said. 
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Mennen Aims Ads 
for Baby Goods at 
Expectant Mothers 


New York, Nov. 27—In what its 
agency—Grey Advertising—calls 
“early bird” advertising, Mennen 
Co. will direct its °57 baby product 
advertising at prospective mothers. 

The mother-to-be is obviously 
a customer-to-be of baby products, 
the company figures. Therefore the 


new campaign is addressed “To 
Every Lady-in-Waiting” and aims 
at demonstrating Mennen leader- 
ship in the baby product field. The 
object is to achieve brand aware- 
ness rather than to promote a sin- 
gle product. 

The campaign also appeals to the 
fashion fancies of the lady-in- 
waiting and each ad pictures one 
such lady extravagantly gowned in 
maternity fashions created espe- 
cially for the Mennen campaign by 
six noted designers. 


The first ad features a red vel- 
vet evening coat by Charles James 
of New York. Subsequent ads will 
picture the creations of Sybil Con- 
nelly of Ireland, Simonetta of 
Italy, Marusia of Hollywood, Lan- 
vin-Castillo of Paris and Miguel 
Ferreras of New York. 

“Your baby will be the most 
fortunate ever born,” the first ad 
says. “Never before have infants’ 
diseases been so few. Never before 
has so much been known about 
infant feeding. Never before have 
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CUSTOMER-TO-BE—With this color spread in the Dec. 24 Life, Mennen 
Co, starts advertising its baby products “To every Lady-in-Waiting.” 


a baby’s emotional needs been so 
well understood. And now 
Mennen achieves a truly great ad- 
vance in infant skin care. Oh 
lucky, lucky . . . the baby born in 
this year of grace.” 


® The ad also carries three small 
pictures of Mennen’s Skin Magic, 
baby oil and baby powder, and 
points out that they are “modern. 
They are not the same old unim- 
proved formulas of your grand- 
mother’s day.” 

The campaign will open in the 
Dec. 24 Life and will continue in 
Good Housekeeping, Modern Ro- 
mances and True Story. The ads 
will come to life on the company’s 
show “Robert Mongtomery Pre- 
sents” (NBC-TV) on alternate 
weeks starting Jan. 28. 


® And that’s not all. Since August, 
ABC-Paramount has been selling 
a record album, “Music for Ex- 
pectant Mothers.” With the advent 
of the Mennen campaign, the re- 
cord cover has been replated with 
the photo from the first Mennen 
ad, and on the back there’s the 
credit line: “Inspired by ‘Lady-in 
Waiting’ campaign for Mennen 
Baby Products.” There’s also a 
plug from Parents’ Magazine, rec- 
ommending that prospective moth- 
ers spend at least an hour a day 
listening to relaxing music. 

Sample records will be mailed to 
disc jockeys and women’s editors 
with a special sleeve explaining 
the campoign. A special kit also is 
going out to the tv women’s com- 
mentators. 


Cresmer & Woodward Names 


-|Beman Research Director 


Cresmer & Woodward, newspa- 
per representative, has appointed 
Lewis T. Beman director of re- 
search and promotion, with of- 
fices in Chicago. 
Mr. Beman has 
been a member 
of the Chicago 
sales staff for 10 
years and assist- 
ant manager of 
the office for the 
past three years. 

The company 
also has named 
Melvin A. Israel- 
sen sales manag- 
er of the Chicago 
office. He has been a member of 
the Los Angeles sales staff for 
the past three years. 


Longines Boosts D'Amico 

George D’Amico, art director 
and production manager of Lon- 
gines-Wittnauer Watch Co., New 
York, for the past nine years, has 
been named advertising manager 
of the company. Mr. D’Amico’s 
assistant, Ethel Kleinman, has 
been advanced to art production 
manager. 


Lewis T. Beman 


If you haven't gone 


GO TO YOUR NEWSSTAND 


com-mwni-ca’‘tive™ 
is the word for the Newsweek reader 


com-mu‘ni-ca ‘tive, adj., Inclined to impart or 
communicate information, ideas, etc. 
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Your advertising will be read by more people 
in THIS WEEK Magazine 


than In any other publication 


CIRCULATION 11,783,542 
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15 weekly editions of 
ARMY TIMES, AIR FORCE TIMES and NAVY TIMES 
—all of them packed with news insuring reader interest—allow the 
advertiser to select the service and the areas he wants to reach in the 
35 Billion Dollar Military Market—and with the knowledge he’ll get results! 


Let us show you how you can get the most advertis- 
ing results in the $35 Billion Military Market ($8 
Billion annual spendable income of U.S. Armed Forces 
personnel; $27 Billion spent annually for military 
procurement). Our nearest office will supply sample 
copies, rates and market data book, ‘“Timely Facts.” 


ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 
U.S. OFFICES: Ching, Detroit, Honolulu, Los Angeles, New 
York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Weeklies 


THE AMERICAN WEEKEND 
U.S. COAST GUARD MAGAZINE 
THE MILITARY MARKET 
ARMY-HAYY-AIR FORCE REGISTER 


Advertising Age, December 3, 1956 


OAAA Says Moses’ Anti-Highway-Sign Laws 
Proposal Means Federal Business Control 


Cuicaco, Nov. 28—The Outdoor 
Advertising Assn. of America to- 
day released a sharp rebuttal of an 
anti-highway-sign article by Rob- 
ert Moses in the December issue 
of Harper’s Magazine. 

In his article Mr. Moses express- 
es anxiety that lack of proper leg- 
islation will permit a “mushroom 
growth of . . . roadside eyesores” 
to spring up along the 41,000-mile 
network of superhighways envis- 
aged in the new federal highway 
law. 

“This highway business is big 
stuff,” warns Mr. Moses, a well- 
known public figure in New York 
City, where he heads the park sys- 
tem and is chairman of the state 
power authority. “It would be re- 
markable if the boys on the make 
—the huckster, the graphic gag 
man, the slogan inventor, the 
land owner eager for cash, the 
union delegates protecting and 
spreading jobs—did not see op- 
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portunities here which knock not 
once, but again and again.” 


= Mr. Moses recommends several 
changes and additions to the cur- 
rent law to protect the highways. 

It is this particular proposal 
which aroused the most concern in 
the statement released by Karl L. 
Ghaster Jr., general. manager of 
the OAAA. 

Mr. Ghaster says that Mr. Moses 
“apparently is advocating federal 
control of certain businesses along 
the 41,000 miles of interstate high- 
ways. 

“The control and use of land 
adjoining streets and highways al- 
ways has been a matter completely 
within the purview of the state 
and local communities. We are 
sure that the regulation of business 
in the areas through which any 
of the interstate highways may 
travel will continue to be com- 
petently handled by the respective 
states, who alone are in a position 
to know best the needs and re- 
quirements of their communities. 


s “Any interference by the federal 
government in the regulation of 
private property within the respec- 
tive states would be deplorable, 
whatever the pretext under which 
it might be taken.” 

Mr. Moses specifically advocates 
(1) an amendment to the law pro- 
tecting the new highways from | 
advertising, (2) a code requiring 
/no signs within 500’ of the property - 
|line of the new interstate system 
and (3) authorization for states 
and cities to implement the basic 
prohibition with local regulation. 
An exception would be in business 
areas where signs might advertise 
a business conducted on the pre- 
mises. 

Mr. Moses, an inveterate critic 
of the outdoor industry, has tilted 
with the problem before. He re- 
capitulates in the Harper’s article 
the story of the New York park- 
ways and the New York thruway, 
both of which have no outdoor ad- 
vertising, and he asserts the “out- 


| door lobby” prevented action on 


the thruway for a ten-year period. 


WBZ-WBZA Bars Free Plugs 

WBZ-WBZA, Boston, has barred 
the playing of the record, “A Rose 
and a Baby Ruth,” on any of its 
programs. The objection is to the 
free plug for the candy bar, a Cur- 
tiss Candy Co. product. “Station 
policy,” according to Grady Edney, 
program manager, “stems from 
belief that if one record like this 
slips through, a rash of follow-ups 
plugging retail products is sure to 
follow.” 


Publishes TV Film Booklet 

Association Films, 347 Madison 
Ave., New York, has just issued a 
16-page catalog describing 125 
“Free Public Service Films for 
Television.” 


Pittsburgh 


market . . . 
Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
© Blind Product Tests 
© Opinion Surveys 


Market Survey Bureau 
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Sales Ef ficiency ..- another good 


ot No 


REASON-WHY 


Advertisers seeking sales to Southern 


farmers are switching to Farm and Ranch 


Before you schedule advertising in any Southwide farm magazine, 
you will want to carefully consider these facts. They are well 
documented by impartial, recognized research—research we will 
be glad to show you: Farm and Ranch is more efficient. 


Farm and Ranch takes your message to more farmers per adver- 


tising dollar. 


FARM and RANCH 


Black & White....... eves 
QR «cis beescocscouse 


Black & White .......... 


Cost P Page Cost eo 
aay ~ M on 

$4,000 $3.10 323 
5,350 4.15 241 

$5,600 $4.23 237 
7,000 5.28 189 


Seven black and white pages in Farm and Ranch cost the same as five 
black and white pages in Progressive Farmer ($28,000). With such a 
schedule you reach 9,030,000 subscriber families with Farm and 
Ranch versus 6,625,000 with Progressive Farmer, 


THAT’S 2,405,000 MORE TIMES AT BAT! THAT’S EFFICIENCY! 


Farm and Ranch takes your mes- 
sage to better farmers. And don’t 
take our word for it. Make our 
representative show you the Daniel 
Starch Consumer Magazine Report, 
and other Starch research published 
by Farm Journal, which shows 
Farm and Ranch subscribers supe- 
rior to Progressive Farmer subscrib- 
ers in farm ownership, size of farm, 


farm mechanization, household 
improvements, and category after 
category. 

Farm and Ranch is much 
more efficient. 

Farm and Ranch is better. You make 
more calls, on more able-to-buy peo- 


ple, more responsive people, in Farm 
and Ranch. Why pay more, for less? 


Farm Service Magazine. — 

e Unequalled readership of bo: 
rial material and advertising, See 
Starch readership reports.) /Modern, 
hard-hitting, business-of-farming ¢ 
torial approach gets action. — ; 

a Subscription sales are. 


produced 445,736 paid wre ions 
_ in the South in 1955. More than any 
publication ever did before. 
@ Advertisers say: “We gef:res t 
Costs per inquiry and sale are lowe 
@ Farm and-Ranch sells more, 
it is read more by 
~ farm families. 
e@ South's most-quot 
farm magazine. — 
@ ladies like us. ee ook, that 
They order more house slant and 
_ terns from Farm and Ranch than f 
_ any other Southern magazine. 


Farm and Raneh 


NASHVILLE, TENNESSEE 


More than 1,300,000 subscriber families in 15 Southern states. 


DALLAS 
Bruce Johnson 


ATLANTA 
Bill Jones 


CHICAGO 
Dan Doody 


NEW YORK 
Bob Finn 


LOS ANGELES SAN FRANCISCO 
McDonald-Thompson McDonald-Thompson 
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More Boom Is 
Seen by U.S. 
Agriculture Dept. 


(Continued from Page 1) 
farm machinery, he reported, 1956 
resulted in new records in output, 
employment and income, with 
gross national product up $17 bil- 
lion during the third quarter over 
third quarter 1955. 


= While the 4% rate of growth for 
the year was only half the amount 
which occurred in 1955, he said “it 
is not much different from the rate 
we associate with normal eco- 
nomic growth.” 

Government spending and in- 
vestment by industry, which have 
been major factors resulting in 
high level activity in 1956, should 
continue in 1957, Mr. Koffsky said, 
although he indicated some slack- 
ening in industrial investment in 
plant and equipment may set in 
during the second half of 1957 if 
costs of financing and construction 
continue to increase. 

Over the past year, he said, con- 
sumer incomes increased at a rate 
of 1%% per capita, after allow- 
ance for a 2% rise in prices and 
for increased population. 

“This year,” he observed, “the 
average consumer is able to buy 
some 10% more goods and serv- 
ices with his income than he 
could only five years ago. He is 
able to buy more than 50% more 
than just prior to World War II. 
This has occurred even with 35,- 
000,000 more consumers now and 
prices almost twice as high as 15 
years ago.” 


= The outlook conference heard 
reports that better times may be 
ahead for the farmer. 

On the basis of prospective in- 
creases in population and buying 
power, there were estimates that 
total requirements for agricultural 
products may increase by as much 
as 45% during the next 20 years. 

This report, by James P. Cavin, 
of the agriculture marketing serv- 
ice, assumed a _ population of 
220,000,000 and continued in- 
creases in employment and pro- 
duction. 

Mr. Cavin reported full employ- 
ment under 1975 conditions could 
mean a gross national product of 
$750 billion, in 1953 dollars, or 
nearly twice as much output as 
the U.S. has today. 


® Under these circumstances dis- 
posable income in the hands of 
consumers would total $550 bil- 
lion, a 50% to 55% increase in 
real income per capita, even after 
allowances for the 25% to 30% 
increase in population: 

For the short run, the depart- 
_ment’s experts indicated farmers 
' may even realize some improve- 
. ment in income in 1957 unless 
’ there are unexpected breakdowns 

in current plans to bring produc- 

tion of major crops under control. 

On the basis of figures for nine 
months, the report indicated real- 
ized net farm income may be up 

about 5% this year, largely as a 

result of increased volume. While 

the increase is small, Frederick V. 

Waugh, director of the agriculture 

economics division, pointed out it 

is the first improvement since 

1951, and that there is real hope of 

a favorable start in 1957 toward 

bringing production of farm prod- 

ucts into line with demand. 


@ The conference heard that in 
1956 consumers had the largest 
per capita ration of red meat since 
records began in 1899. Average 
consumption of 163% ibs. topped 
the previous high of 1908. 
Despite the vast supply, prices 


stiffened and rose above the 1953 ' ed 


lows. Some further increases in 
meat prices are anticipated in 1957, 
but there is no likelihood that con- 
sumers will have to pay the peak 
1951 prices. 

The conference also heard re- 
ports of prospects for increased 
production of dairy products, 
poultry and eggs in 1957, with 
little change in price. 


CIGARET MARKETING 
IS MORE EXPENSIVE 


WASHINGTON, Nov. 27—Depart- 
ment of Agriculture experts com- 
plained today that marketing 
charges are taking an increasing 
percentage of the smoker’s cigaret 
doi'ar. 

In a report to the department’s 
annual outlook conference, the ag- 
riculture marketing service said 
more cigarets will be made next 
year, but the amount of tobacco 
used is not likely to increase, be- 
cause manufacturers are getting 
more cigarets per pound of leaf 
than formerly. 

The conference was told smokers 
are paying 4¢ more per pack for 
popular-brand regular-size ciga- 
rets than in 1947-49, with growers 
getting only 0.6¢ more. 

In 1955, the report said, taxes 
took 46% of the retail price, com- 
pared with 47% in 1947-49; grow- 
ers got 15%, compared with 16% 
during the earlier period. But 
marketing charges absorbed 39%, 
instead of the 27% they accounted 
for in 1947-49. 


MacManus, John 
Promotes 4 Execs 


Derrorr, Nov. 29—Promotion of 
four key executives in a broad 
realignment of responsibility was 
announced today by Ernest A. 
Jones, president of MacManus, 
John & Adams. The position of 
board chairman, held by James R. 
Adams until his death (AA, Nov. 
12) will not be filled at this time. 

Charles F. Adams becomes ex- 
ecutive assistant to the president, 
Hovey Hagerman becomes senior 
vp and Fred J. Hatch, general 
manager, becomes a director. Leo 
Hillebrand, controller and finan- 
cial officer, becomes secretary- 
treasurer. 

Mr. Jones also announced the 
activation of two executive groups 
to supervise internal operations of 
the agency. 


e The administrative supervisory 
staff is to be headed by Mr. 
Adams. Its members, all vps, and 
their amplified responsibilities are: 
John R. MacManus, exec vp in 
charge of activities;-Mr. Hatch, in- 
ternal planning and administra- 
tion; Frank Skinner, supervisor of 
the pr staff, and Robert L. Garri- 
son, supervisor of business explo- 
rations and development staff. 


e Mr. Jones also appointed an ad- 
visory staff to chart business 
trends and opportunities. This 
group is headed by W. A. P. John, 
co-founder of the agency and 
board chairman emeritus. 


‘Retailing Daily’ Will 
Become ‘Home Goods Daily’ 
Fairchild Publications Inc., New 
York, will change the name of 
Retailing Daily to Home Goods 
Daily, effective April 1, 1957. The 
new title was chosen as more 
appropriate “because it will be 
descriptive of the contents of the 
paper, and also will bring it into 
line with most of the other Fair- 
child publications which have de- 
scriptive titles,” the company said. 


Lavenson Handles Hussco 
Lavenson Bureau of Advertis- 
ing, Philadelphia, is the agency for 
Hussco Shoe Co., Honesdale, Pa., 
not Wesley Associates, New York, 
as reported in AA Nov. 12. Wesley 
handled the account until last Au- 


gust, when Lavenson was appoint- 


YEAR OF THE STRAIGHT LINE?—General Electric Co. is coming out 
with a line of appliances characterized by “straight-line” design. 
(See AA, Nov. 26, for story on Frigidaire’s “sheer look.) This 
color spread announcing the “Grand Showing,” Dec. 3, will be run 
by GE’s Chicago distributor, R. Cooper Jr., in the Dec. 2 Chicago 
Tribune. Lauesen & Salomon, Chicago, is Cooper’s agency. 


‘New Look’ in Major Appliances 
Finds Square Gaining over Round 


Cuicaco, Nov. 29—Bulges and} week of Dec. 2. 


curves may be on their way out— | 
out,” 


insofar as major home appliances 
are concerned—AA learned this 
week. Following a story in the Nov. 
26 issue about Frigidaire’s new 
“sheer look” and General Electric 
Co.’s “straight-line” look, AA asked 
a number of other manufacturers 
about their 1957 design plans. Here 
are the results: 


e Kelvinator: This line of home 
appliances will have a modified 
squared off look in 1957, according 


to American Motors Corp. Corners | 


of the appliances still will be 
rounded, but not as much as in pre- 
vious years. Doors, however, will 
be flat, discontinuing the bulge of 
previous models. 


e.RCA Whirlpool Seeger: Uni- 
formity of appearance is the style 
keynote for this line in ’57. “There 
will be sharp, defined lines instead 
of rounded curves,” 
spokesman said. “The squared-off 
effect can be used for built-ins to 
give the built-in impression.” 

This “family resemblance” de- 
sign will be applied to the washer, 
dryer and ironer, refrigerator, 
freezer, air conditioner, electric 
and gas ranges, built-in and elec- 
tronic range, dishwasher, ice 
maker, food disposers, sink and 
cabinet. This is the company’s first 
full line—its major objective since 
the RCA-Whirlpool merger 15 
months ago. 


e Admiral: This appliance maker 
came out with a square top look in 
its 1956 line. Its 1957 line, which 
will be introduced about mid- 
December, will offer no drastic 
style changes. 


e Norge: Norge, a division of 
Borg-Warner Corp., offered a firm 
“no comment” when asked about 
the 1957 line. According to Robert 
J. Runge, director of advertising, 
the company’s new line will be 
shown to distributors in another 
month. In the meantime, Mr. 
Runge said, he could give “no 
clue.” 


e Hotpoint: Sticking with the 
curved look is Hotpoint Co., which 
says it isn’t going to be “me-too.” 
Its 1957 line was introduced last 
week in New York. 


e@ Philco: Its appliances for 1957 
will follow the trend for the 
squared-off effect, an idea Philco 
says it introduced in its 1956 cus- 
tom sectional line of separate 
freezers and refrigerators. The 
company will introduce its new 
line to its distributors during the 


a company | 


“The old-fashion bulbous look is 
a Philco spokesman said, 
adding that new ranges and freez- 
ers will be introduced after the 
first of the year. 


e@ Westinghouse: “Square styling,” 
featuring straight lines and flat 
surfaces, characterizes Westing- 
house Electric Corp.’s 1957 line of 
major appliances. The newly- 
styled appliances are in addition to 
not superseding, the regular line. 


e Jordon: This line of upright 
home freezers, now a subsidiary 
product of Fogel refrigerator com- 
pany of Philadelphia, will be 
shown to distributors in about 
thirty days, Jordon told AA. 

The new line will adopt a modi- 
fication of the squared-off effect, 
a trend set about three years ago 
by the former Jordon Refrigerator 
Co., the company said. 


e Other companies offering no 
change from the “round look” are 
Speed Queen Corp., a division of 
McGraw Electric Co., and Gibson 
Refrigerator division of Hupp 
Corp. Speed Queen’s line, intro- 
duced early in 56, will carry on 
through 1957 with minor changes 
only. Gibson refrigerators are “still 
rounded.” 

Servel, with a “slightly rounded 
contour,” is making “virtually no 
change” in the outside appearance 
of its 1957 models. Maytag Co. has 
“fairly sharp corners” now, a com- 
pany spokesman says, and is plan- 
ning no immediate major style 
changes. 


WILLIAM E. CHAMBERS, formerly a up 
and account supervisor with the 
Marschalk & Pratt division of 
McCann-Erickson, has joined 
Foote, Cone & Belding, New York, 
as vp and account supervisor on 


Advertising Age, December 3, 1956 


Chicago Jobber Sues 
Gillette for $6,000,000 
in Anti-Trust Action 


Cuicaco, Nov. 29—Boone Gross, 
vp of Gillette Co. and president of 
Gillette Safety Razor Co., Boston, 
today flatly denied all charges 
made by Health-A-Teria, jobber of 
drug sundries here, which Nov. 23 
filed a suit in district court seek- 
ing treble damages of $6,000,000 
against Gillette. 

Health-A-Teria’s civil anti-trust 
action charges conspiracy to re- 
strict competition in sales of shav- 
ing products, and alleges that since 
Aug. 11 Gillette has refused to sell 
its razors, blades and shaving 
creams to Health-A-Teria. The 
bill charges the action was de- 
signed to eliminate the company’s 
competition, with three other Chi- 
cago jobbers named as co-conspir- 
ators, but not co-defendants. 

Eugene Sorinsky, president of 
Health-A-Teria, which services 
about 3,000 supermarkets in the 
Chicago area, told AA his company 
wanted to handle only Gillette 
razors and blades, and not the 
shaving creams. But Gillette, he 
said, insisted that Health-A-Teria 
handle the complete shaving line. 


s Mr. Sorinsky said Gillette also 
stipulated other conditions Health- 
A-Teria must meet in order to get 
the blades. Selling the products at 
certain prices and selling only to 
grocery accounts, were two of the 
conditions, he said. 

When Health-A-Teria refused to 
meet these conditions, Gillette re- 
fused to sell it any of the products. 
Instead, Gillette approached three 
of its competitors, who took the 
whole line and much of Health-A- 
Teria’s business, Mr. Sorinsky said. 

Health-A-Teria had been doing 
about $250,000 in business yearly 
with Gillette, according to Mr. 
Sorinsky. 

Mr. Gross branded as “com- 
pletely false and without any basis 
of fact whatsoever,” charges that 
Gillette was refusing to sell its 
products to dealers all over the 
country that would not meet sim- 
ilar restrictive conditions. 

Mr. Gross said further that Gil- 
lette, “in refusing to sell its proi- 
ucts to Health-A-Teria, is merely 
following its well-established dis- 
tribution policies.” 


® Gillette has 20 days (from Nov. 
23) to file an answer to the 
Health-A-Teria charges. 


BBDO Appoints 4 to Revlon 
Account; Names 4 Others 
Nelson Gross, formerly with H. 
B. Humphrey, Alley & Richards, 
has been named by Batten, Bar- 
ton, Durstine & Osborn, New York, 
to supervise advertising of Rev- 
lon’s Satin Set and Touch & Glo 
powder and liquid makeup. Oth- 
ers named to work on the Revion 
account include Sanford Buchs- 
baum, formerly with E. T. How- 
ard Co.; Harvey Comita, last with 
the Advertising Research Founda- 


‘}tion, and Martin S. Fliesler, who 


last week was named an account 
executive on Revlon’s nail enamel 
(AA, Nov. 26). 

Other additions at BBDO in- 
clude Stanley A. Bogan, previous- 
ly with Ellington & Co., an ac- 
count executive on Penick & Ford; 
H. Blakeney Henry, last with J. 
Walter Thompson Co., an assist- 
ant account executive; Martin De- 
vine, previously with Kenyon & 


. |Eckhardt, an account executive in 
}|the Bristol-Myers group, and Paul 


Smith, formerly with Compton 
Advertising, an account executive 
on the “Live Better Electrically” 
drive. 


WWIN Appoints Meeker 
WWIN, Baltimore, has appointed 
Meeker Co. its national representa- 


the General Foods and Lever Bros. 
; accounts. 


tive. 
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entire family 


when you use the 
Chicago Tribune's 
bright new 


WEE kk. 


MEN...women...teenagers. You reach them all when you adver- 

tise in TV Week. It’s the Chicago Tribune’s bright new Saturday 

package beamed at the entire family. 

war TV Week has the features that bring readers back again and 
on att | » ak — x ors owe oe a why re again for a full week. You get a seven-day opportunity to sell Metro- 


politan Chicago’s biggest, buyingest daily newspaper audience. 
And what a setting TV Week offers you! Its high quality paper 


and overall printing excellence are unmatched in its field. 

How much? Surprisingly low cost-per-thousand plus attractive 
discounts for regular use. 

If you want to “do something different” in Chicago, TV Week 
may be just what you’re looking for. Get the full story from your 


nearest Tribune representative. 


Chicago Tribune 


The World’s Greatest Newspaper 
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Mr. Wallach and Ethics 


Just about a year ago we took violent editorial exception to a 
speech made by Philip C. Wallach, director of public relations and 
advertising of H. K. Porter Co., in which he asserted that there 
was too little separation between advertising and editorial depart- 
ments on business papers, and that a very substantial number of 
publications traded editorial mentions for advertising space. About 
25% of the space salesmen use the editorial approach, he said last 
year, and “the practice is increasing.” . 

A few days ago Mr. Wallach repeated his criticisms of space 
selling by the business press, with a couple of notable changes. For 
one thing, the percentage of space salesmen who use “unethical, 
dishonest tactics” shrank from last year’s 25% to “a small percent- 
age—substantially under 10%”—in this year’s version. For another, 
he admitted that he was not proud of having let his company sub- 
mit to blackmail, even though he said that under similar circum- 
stances he would do so again. 

Well, we have nothing to retract from last year’s editorial, but 
we must admit that Mr. Wallach is a courageous guy, if nothing 
else. Also, he said a couple of things in his latest speech which we 
are delighted to applaud heartily. 

For one thing, he suggested that space salesmen should draw 
up a code of ethics and “throw out anyone who doesn’t live up to 
it.” And we agree, without any quibbles. We do believe, however, 
that the organizations and associations which have had high ethical 
standards for many years ought to be given credit for having thought 
of the idea first. 

Mr. Wallach also related a conversation with a business paper 
editor who told him he was unfamiliar with Porter advertising in 
his publication; he never reads the ads in his own publication “be- 
cause I don’t want to be influenced.” 

Mr. Wallach suggested that this editor was a snob, with his head 
in the clouds. We are willing to go him a couple of names better 
on that one. Any editor who has a deliberate policy of not reading 
the advertising in his book is pretty close to being a nitwit—and if 
he does it because he has such a low regard for his own ethical 
and moral standards that he is afraid he'll be unduly influenced— 
then he ought to be wrapped in some lavender and put on a dark 
shelf to dry out. 

So we agree with Mr. Wallach on at least two points. But then 
we diverge again, when he suggests that he is canceling his ad- 
vertising in one publication because it has a policy against running 
long stories on his company’s annual report. We reiterate our belief 
that editorial should be run because the editor thinks it makes 
sense for his readers, and advertising should be bought because 
the advertiser thinks he is buying good advertising—not because 
he does or does not get editorial support. 


Is ‘Unselling’ Sensible? 


We have pointed out occasionally in these columns that the 
canon about not speaking ill of competitors is sometimes carried 
to ridiculous extremes. But last week’s news reminds us that the 
reverse is also too often true. 

Without in any way attempiing to assess the value or lack of 
value of bioflavonoids in the treatment of colds or anything else, 
we still feel a sense of unease over the releases sent out by Ana- 
hist’s agency, emphasizing (without naming the product) that Grove 
Laboratories’ Citroid isn’t a satisfactory remedy for colds. 

We haven’t seen the complete release, and so perhaps we are 
not being completely fair, but we fail to see how such a completely 
negative action is supposed to sell more Anahist. To prove that 
the other fellow’s product doesn’t work is interesting, but it is not 
likely to make sales for your product unless there is a clear indica- 
tion that your product will do the job that the other fellow’s won't. 

Or are we being naive? 


—Leon Kleban, Leon Kieban Advertising, New York. 
“They got exactly one reply—somebody wanted to know who 
their advertising agency was.” 


What They're Saying 


Recognition Needed for PR 
Importance of Trade Shows 

What is needed, in my earnest 
opinion, is a recognition that the 
industrial exposition is the major 
gathering place of an entire indus- 
try and that good relations are 
built or dissipated there. Custom- 
ers, prospects, editors, bankers, 
suppliers and competitors are pre- 
sent. Their combined opinion rep- 
resents the most important asset a 
company has. 

This opinion cannot be named or 
measured precisely. In bookkeep- 
ing parlance, it is called “good 
will,” and carried on the books at 
one dollar, but its true value lies 
in the difference between the 
worth of a going company’s assets 
and the amount they will bring on 
the auction block at a liquidation 
sale. .. 


—Ed Greif, partner, Banner & Greif, 
public relations, New York, speaking 
at a meeting of the Exhibitors Ad- 
visory Council. 


Dimensions of a Message 
Must Get Through to Public 

Lack of belief in the message is 
the most difficult obstacle that 
public relations has to overcome. 
At the point where information 
reaches its recipient there is a fil- 
ter through which it must pass. If 
the recipient can believe the mes- 
sage he can get to understand it. 
If he cannot believe it, all the out- 
side pressures, allurements and 
devices in the world are useless. 
This is the crux of the whole com- 
munications and public relations 
problem—to be believed is to be 
understood. 

The barriers against acceptance 
of a public information message 
are not necessarily connected with 
falsity, or poor communications 
lines, or recalcitrance on the part 
of the recipient. He may trust the 
source of information, he may 
grasp the message and he may be 
willing to take suggested action. 
But something interferes with this; 
it is an inability to recognize the 
dimensions of the message. 

Take civil defense as an illus- 
tration of this. Why is the public 
being called apathetic? 

It is not that they mistrust the 
sources of information. 

It is not that the channels of 
communication are not working. 


It is not that they are too stupid 


| to be afraid. 

And it is not that contempla- 
tion of the effects of a thermonu- 
clear attack has paralyzed them 
with fear. 

Will you go along with me if I 
suggest a deeper reason than any 
of these? 

The typical American accepts 
the cold and brutal facts of im- 
pending danger with his head. But 
he rejects them with his heart. 
The proponents of civil defense 
programs have appealed to logic, 
reason, common sense—but these 
worthy means of argument have 
not established emotional belief in 
the dimensions of our danger. It 
may be that intellectual appeals 
will win out over a period of years 
during which no disaster overtakes 
us—and I fervently hope that this 


will be so. 
—Prof. Howard Stephenson, Boston 
University, speaking at a worldwide 
conference of U. S. Air Force Informa- 
tion Services Officers in Colorado 
Springs. 


For Your Information 

Claims had been advanced peri- 
odically advocating a substance, or 
combination of substances, for 
the purpose of preventing or cur- 
ing the common cold. The fact that 
most of these claims in the past 
have proved groundless seldom 
suppresses the original enthusiasm 
of their advocates. Notwithstand- 
ing the research efforts of investi- 
gators all over the world, the pre- 
cise etiology of the common cold, a 
satisfactory method of prophylax- 
is, and a specific form of therapy 
still remain in the realm of un- 
certainty. 

Citrus bioflavonoids adminis- 
tered to 13 patients with the com- 
mon cold and 10 patients with na- 
sal allergy on a varying dosage 
schedule, for periods ranging from 
3 to 7 days, was found to be com- 
pletely ineffective in altering fa- 
vorably the clinical course of both 


disease entities. 
—Noah D. Fabricant, M.D., Chicago, in 
The Eye, Ear, Nose & Throat Month- 
ly, November issue. 


A Word from Seeberger 
If he (your production man) 


doesn’t know from nothing, pay 
$5 a week more and get one who 
does. 

—Harry Seeberger, production man- 


ager, Arndt, Preston, Chapin, Lamb & 
Philadel; 


Keen, before the phia Guild 
of Advertising Men 


Advertising Age, December 3, 1956 


Rough Proofs 


If you saw the “Mr. Sun” color 
telecast of Bell Laboratories, prob- 
ably you are now capable of ex- 
plaining atomic fission and solar 
energy to your kids. 


Ford Motor considered 18,000 
names for its new car before final- 
ly deciding on “Edsel.” Was a di- 
rectory of all the Pullman cars 
ever christened made available? 


Sen. Harry Byrd, who will re- 
ceive the Silver Quill award Jan. 
26, is a rare political bird who 
is really working to reduce gov- 
ernmental expenditures. 


Paul Armstrong, who has re- 
tired as general manager of Sun- 
kist, will go down in history as the 
man who made orange juice as 
standard in breakfast equipment as 
the morning coffee. 


“Who owns advertising art?” is 
the basic question now raised in 
the Springs Mills case, and as us- 
ual there are plenty of people who 
insist it isn’t the buyer. 


“How can you be sure the men 
who get the publications you ad- 
vertise in actually read them?” 
asks Mill & Factory. 

That’s the question that keeps a 
lot of copywriters tossing restless- 
ly late at night. 


Movie producers who dislike 
criticism of industry ads should 
remember that if their shows were 
as described in the copy they 
wouldn’t have been okayed by the 
censors in the first place. 


“U. S. economists see prices ris- 
ing,” headlines the world’s greatest 
advertising journal. 

That may be bad news, but if 
they saw prices falling, it would 
be even worse. 


“A woman may get fighting mad 
when the school board vetoes high- 
er teachers’ salaries,” suggests La- 
dies’ Home Journal. 

That’s right—she may be a 
teacher herself. 


Reg Coughlan, who operates a 
“copy machine” consisting of a file 
of ads going back 30 years, is do- 
ing his part to prove that there’s 
nothing really new under the sun. 


Walter Winchell, whose ex- 
pensive variety show has been 
canceled after six weeks, blames 
everything on the ratings. 

Maybe he should have kept his 
hat on. 


Now that the American Medical 
Assn. has attacked bioflavonoid 
cold remedies, promoted by Grove 
Laboratories, the cold war is rap- 
idly becoming hot. 


Automobile manufacturers are 
boosting the building industry by 
making their cars so long garages 
have to be extended in order to 
house them. 

Copy Cus. 


SE RR RM No Fag Ie RO eel es ein eR reas YT By, £ a ae f- i: ee = au Eps gS or ie z, ty eer a = “iy ee ; 
import ies, Medley a as ERR EE ieee Ae 4 2 aie an Ses | ae Pee en: Pee > Men ead os ee a 
ae as et ee he ae gr. fag, Bee xt >. wae oe ee Sg eee eh ae - ee 2p eae ; 3 es : aa ane Sr ae a ae ri # 
ee FR ee hs oe MN oS Aten 2 mee ae of, eee ks ho aga priaes ae 1) Miami ein Ser a ag = 
Ga: pies . wali oiniincsenlenie ’ ere age ies 
ata E 

a 

Bae 
” ; 
eo { 
ae ae | 
eos ee 

aia y 1] 
Ye ee \ bd . - I] 
ne. Ss the beauti 
aed Be: 
ue oo 
a r eee 
le 
i os iN as 
ee em . 
at en ‘ ee 4 
a “é : ei o 
a Bs: a 
ey aS bi —. oe eo eu ee i 
me) Be! i : , Re on hs ai 
Re Fe . F a F ae oe 
rei ae ds a. : 
weal} ¢ 4 1 se eine a 
a ay te if i 2 “ge : % a ¥. ie : 
Teas fhe. “ ae Res hd 
aa ‘ : Pee A | 
g Bee : , al 7 a : J *) ve <— ‘ | 
ya - 0% i ae | 
aoe a — bei ca ai ot a - \ ® oar oe a | 
ae ce ie fe Ns sy * ae | 
. Pa, a Pe dl ~y g Bir. 
ne : oo. ae ° H) 
ts ie “ae ee ae 
ut. : : Re ee i }| 
ee ee ~ = 4 
roe ae f+. 4 
ae -. a ee ‘i 
ae q s « oo utd i tad } 
1 # : a Wc ne Pace: ] 
: ES es 4 ee: Ss a) ee en | Sa 
ie ies. oe ate aa ih 
>a ea 5 & . = ey ee “- eas, 

eae am : a Bie a a Be al 

oo * | eee ; . ‘ - 
ae eS a 
cae re S See ae 
“oo 
re Far ; H 
oa 
Ven { 
a ot | f 
ee 
re ie: 

. a . 
4 
ARG 
ve : 
ie ad 
ors) 
awe 
aoe 
i 
ee 
ae 
eat. 
fea ! 
poe e 
Bie et 

i ar.. 
es et 
hie 

en a 
i. . 
Tea 
fee ay 
ee 
aS eee 
mist & . } 
ole \ 
ie en 
Pee ere \ 

~ : 1 

aa 

Paes: i 
iy ee 

Be 
a. ° 
BP a 
eet, 
eee “ 
eae 
at 
Pe i ee ‘ 
a? j 
eel 
‘ae | ° 
it 
é : 
Sree } 
TA ¢ 
ake ae ! 
end i 
ie 
as e | 
eo f 
at Ng \j 
sb ss 4 t 
hee i 
ie 
i 
Si 
ae 
hah { 
a ee : , 
ee - ; 
oa.. 
aus 
ee 4 
a Po 
‘ee. 
hoes 
tod 
main, 
peat 
aa 
7s 
oe e 
ve 
ele 
os 
pee. 
a 
ac em 
Te i 
poe. 
Ey. | 
rae a 
a oon oe i 
bis 
Poe 
nee i 
eet { 
ae 
| 
a oe 
oa 
aes | 
Oe |. 
peas 3 
Tees be ~ 

ae » g 
Ks ar ie \ > > " ¢ 
gs tae. ig RE ae re Oe A eee Pee ne gph eH eae oe ae? eo Pe pir Bet we a es te Uae OS" ele ii em — eet, 5) a 


Philadelphia newspaper 


Advertising linage is the final measure 
of a newspaper’s sales power 


The Philadelphia Inquirer FA 
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Constructively Serving Delaware Valley, U.S. ‘A. 


Exclusive Advertising Representatives : West Coast Representatives : 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES — 
} ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES * 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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REACHES THE RICHEST 
FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. ~— rely on Agricultura, - a it delivers the leading audited on-the-farm 
circulation . . . stresses U. S. products . . . demonstrates the latest and best in farming 


WRITE FOR MARKET AND MEDIA BOOKLET 


Agricultura de las Americas 


“The Magazine of Modern Farming for Latin America” 
GRAPHIC ARTS BLDG., KANSAS CITY 5, MO. 
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‘How to Be a Sales Manager’ 
Compiled from ISR Workshop 
“How to Be a Sales Manager” 
is the title of a new book which 
was compiled from ideas presented 
at a workshop session of 75 sales- 
men and sales managers at the 
Institute of Sales Research, Pasa- 
dena, Cal. The book consists of a 
listing, in condensed form, of ideas 
received on a number of the prob- 
lems faced by sales managers, such 
as “How to man your sales force,” 
“How to lead your sales force” 
and “How to move the merchan- 


|dise.” No attempt was made to 


judge the replies; hence listings 
may include those presenting di- 
rectly opposed items of advice. 

The workshop was led by Dr. C. 
C. Crawford, management consult- 
ant, who compiled the book. Copies 
are available free to sales execu- 
tives as long as the supply lasts 
from Dr. Crawford, 3832 Mt. Ver- 
non Dr., Los Angeles. 


Nearly one-third of the nation's airplanes are 
produced within 300 miles of Oklahoma’s center. 

Rapid growth of this aviation industry is one 
of the reasons why Oklahoma manufacturing pay- 
rolls have expanded at a rate almost twice that of 
national industrial growth. Aviation’s higher-paid 
workers have helped Oklahoma to rank first among 
all the southern states in percentage of increase in 
per capita income from 1950 to 1955. In 1956 the 
average weekly wage of the industrially employed 
is up 7.3% over 1955. 

That's why sales have been climbing in Okla- 
homa with supersonic speed. Your advertising in 
these newspapers will reach the most people in 
Oklahoma with the most money to spend! 


eee: 2 Mates 


The Daily Oklahoman 
Oklahoma City Times 


Oklahoma's Greatest Media in Circulation, 
in Prestige, and in Buying Influence 


published by The Oklahoma Publishing 
Company in Oklahoma City 


Advertising Age, December 3, 1956 


Interdependence of 
Big, Small Business 
Stressed by Du Pont 


WILmrincrTon, Det., Nov. 27—By 
1976, 1,500,000 new businesses of 
all sizes will have to have been 
created in this country, if an ex- 
panding population’s demand for 
high living standards is to be met. 

This prediction has been made 
by the E. I. du Pont de Nemours 
Co. in a new booklet, “The Story 
of Business, Large and Small.” 

Tracing the growth of the busi- 
ness community, the booklet points 
out that the composition of the 
U.S. business establishment today 
parallels that of other elements of 
society in the varying size of its 
units. 

“What we have in this country 
is not big business and little busi- 
ness,” the booklet states, “but a 
business establishment, in the same 
sense that we have a military es- 
tablishment and an _ educational 
establishment.” 

It goes on to explain that in 
early America all businesses were 
small, but economic progress de- 
veloped new needs that could be 
met only by a business structure 
including small, medium and large 
units. 

There are now 4,200,000 small 
companies, but by 1976 there will 
have to be 5,700,000 to keep pace 
with the trend. 


® “Instead of 3,500 large compa- 
nies, there will have to be 7,000. 
And they must be larger than they 
are today to provide the resources 
of money and men that the new 
technological developments will 
require,” the booklet adds. 

The Du Pont booklet also pre- 
dicts that the American family’s 
living standards will almost dou- 
ble, and that there will be at least 
19,000,000 more jobs. 

The booklet points out that tens 
of thousands of small companies 
do a big business today in serv- 
icing and selling products which 
can be made economically and 
efficiently only by medium and 
large companies. 

Typical is the story of a small 
company specializing in controlling 
weeds and brush. Du Pont spent 
10 years and $3,000,000 in research 
and development of chemicals for 
this purpose. But Du Pont had no 
facilities for applying these chem- 
icals, the booklet points out. It, 
therefore, sought out this and other 
smaller companies with experience 
in related fields and encouraged 
them to enter this new field. 


Conso.ipaten 


WORKS CONFIDENTIALLY for 
individuals, groups. firms who 
need facts published in the daily 
press. We “spot” them in 
practically cll daily and over 
6900 weekly English language 
newspapers -—an invaluable 
service that costs little. 


CONSOLIDATED “pin una 
svacer, 


431 SOUTH DEARBORN 


. CHIERGO 4 LING 


7.0 FIFTH AVENUE MEW YORK 10 NY 
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Further convincing proof of The Miami Herald's 


continuing growth and way-out-front leadership in the 


skyrocketing “Billion Dollar” Greater Miami Market is its 
12-months’ increase during the period ending March 31,1956. 


GAINS 


11,963 paiy 
15,488 sunpay 


The Herald circulation is 116,809 more daily and 


183,767 more Sunday than Miami's second paper. 


The Miami Herald 


Jones haa pay Li 


Story, Brooks & Finley, Inc. 


National Representatives 


For HARD sell 

in Greater Miami 
and Florida’s 

Gold Coast 

THE HERALD ALONE 
DOES THE JOB 

-.- AT LOW COST! 


Write for your copy of 
TOP TEN BRANDS 


survey ... just out. 


4 


Mo Sunday 
2nd Quarter 1955 232, B32 279,313 


3ré 1955 217,603 262,455 

ath * 1955 894 293,122 

lst " 1956 292,961 340,858 
. ( Par. 2B-a 


AUDIT REPORT NEWSPAPER | 
1. The Miami Herald | 

2. Miami 

3. Florida 

4. Year Estab. i910 

5. Published Morning .Sun. 
6. Report for twelve months 
ending March 31, 1956 
7. General r. 


AVERAGE NET PAID CIRCULATION 


Menon Sua 


151,574 159,210 
21, 447 20,162 
9 


pet 
173,041 


RETAIL TRADING ZONE 
Dealers and Carriers nat ting Nate wh pubtaner. 


Mail Subscr 
Total Retail Trading Zone 


(Population *__ 
Total City & Retail Trading 
P fo 608, 97% i 


oped dee _,_ 39,005) 468,872 | 


TOTAL NET PAID excluding Bulk 
——f_tet sets, one Poragreg 10h 


THE MIAMI DAILY 


CIRCULATIONS 4 ° 
CHICAGO * an A] 


Evening Sunday 
2nd Quarter 1955 124,155 107,272 
3ra i” ~— 1955 114,089 100, 381 
bth : 1955 128,333 107,317 
lst $ 1956 156,268 125,710 


#1950 Census (Also see Paragraph 26-b) 


NEWS 
AUDIT REPORT NEWSPAPER 

1. Miemi Daily Neve 

2. Miemi 

3. Florida 

1904 

4. Year Estab.Gun. 1925 

5. Published Evening. Sun. 
6. Report for twelve months 
ending March 31, 1956 
7 Genera) Newspaper. 


AVERAGE WET PAID CIRCULATION 


Sunday 


63,124 
13,850 


scriptions. 
Total City Zone (Populations 467,830 _) 


RETAIL TRADING ZONE 
Dealers and Carriers ner tung sss 20m overerer__ 


T1017 


18,290 16,256 | 


Mail Subscri 

Total Retail wall Trading Zone 
(Population * 

lope? Trading 


19.273 95,275 


#1950 Census (Also see Paragraph 26-d 


me Conon 10,997 3 2347 
Mail Subscripti ‘ 
Total "All Other - ; 
TOTAL NET PAID excluding Bulk 130, 666 110,170 
iat beth natn, 00 Pormareat 10) 
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Te aun 
remem wy emery | i 
bers the man The Roosevelt University chap- | G e t t ] n g 2 e Ir S 0 n al 


t f Alpha Delta Si i 
New electronic markets grow wins ng mirc gage Br ys 


. | 
where this young man explores! {ig Savertising contest ameng the 
43 active chapters of the fraternity. Mort Yanow, radio-tv director of Feigenbaum & Werman Adver- 
Member chapters will prepare ads| tising Agency, Philadelphia, and Elaine Hindin, of Reading, Pa., were 


“exemplifying the impact and ac-| married on Nov. 3. Mort and Elaine are spending the traditional two 


IRE pays tribute to young Jack E. Bridges 


for his paper “Detection of Television ceptance of Playboy at the college Weeks in Puerto Rico... 
Signals in Thermal Noise,” which _ap- evel * The nom ante of the cea! Frank Silvernail of BBDO and Dorothy Gordon of the New York 
peared in a recent issue of Proceedings tisements to be done by the stu-| Times have been awarded gold pins in honor of their “outstanding 
of the IRE. His investigations can expand dents is to “convince space buyers| service” as past presidents of the New York chapter of Radio Pi- 
the TV market by reducing interference that Playboy is an effective medi-| oneers...WRC sales repre- 
from adjacent channels and by improving um for selling the college market.”| sentative Stanley Bell, a 30- 
fringe area reception. Mr. Bridges is still Winning page ads will be run| year veteran in the broad- 
less than 30 years of age but he has in trade journals accompanied by Casting industry, was hon- 
cae & Giebeee. proven his is the curiosity of a true radio- a one-column supplement listing) ored for his long service in a 
Be ge mg electronic engineer. This is the curiosity the names of the students who; Surprise ceremony at the Ad- 
IRE Thompson Aword, 1956, that builds markets... these are the men prepared the ads. In addition,| Vertising Club of Washing- 
IRE always remembers. Playboy is offering ten cash prizes: ton, D. aes recently eee 


The Institute of Radio Engineers is a professional Society of _| @ first prize of $1,000; second prize| _ Six admen have scored in 


50,000 radio-electronic engineers devoted to the adv of $500; third, fourth and fifth,| Popular Photography’s an- 
’ £1 ancement of $100 each, and five prizes of $50| ual camera contest. Jack 


their field of specialization. Their official publication, Proceedings 

’ A. Goldsack, ad f 
of the IRE, is concerned solely with these men and their accom- — ‘ the Askin ticen, Wave Gor, 
plishments. All that is history making in radio-electronics is first won the contest’s $750 third 


presented, then followed step-by-step in its development, on the Montgomery Names Allyn . prize. Vite Fiorenza, free- 


pages of Proceedings of the IRE in authoritative articles by the William Montgomery Co., Phila-) lance ad artist, came up with 
men behind these advances. delphia wholesale food distributor,) four awards totaling $300, 


has appointed Rex Allyn advertis-| while Albert J. Randolph, 
IRE remembers the man! Is it any wonder that the men remember ing manager, succeeding Frank J | head of his own outdoor ad 
IRE? Best way to get products remembered, if they are sold in the Gale, who has joined Kroger Co. firm in Lodi, Cal., took three 
radio-electronics field, is through the pages of Proceedings of the as advertising and sales promotion prizes totaling $100. Frank 
IRE for ...if you want to sell the radio industry, you've got to manager of its Peoria, II1., branch. Coss, research director for 
tell the radio engineer! Mr. Allyn formerly was promo-| Deutsch & Shea, New York, 
tional director of the Automotive| was awarded $100 for a still 
Trade Assn., Richmond, Va. life in color, and William S. 
The | Stone, BBDO copywriter, 
Drucker, Markoff Join Kaplan | won $50 for a b&w. Gerald 
Institute of Harold I. Drucker, formerly| P: Healy of Kudner’s art de- 
Radio @ j with Montgomery Ward & Co., has ps was a $25 win- 
x Engineers . | joined Arthur B. Kaplan Co., New On his 70th birthday. 
|York, as a copy contact man. Loli Hand 
Proceedings of the & es ae: | Howard R. Markoff, formerly with| L@onard Dreyfuss, head of SOME FISH sToRY—Lolita Hand, 
\ 'R. B. Doerfler Co.. has joined the United Advertising Corp., treasurer of Robert Otto & Co., 
Advertising Dept., 1475 Broadwey, New York 36, N. Y. | agency as an art director. Newark, sent each of his New York, is pictured with a 125- 
more than 400 employes a lb. sailfish which she says is 
check for $70, a dollar for = named “California” and which she 
— Pe way Hi tee been priv- claims has been trained to pose 

Marset McAuliffe of Ful. ith tourists. There are witnesses, 
weiler & Slaughter, pr firm, however, to prove that she landed 
and Richard Rochester of it herself just off Acapulco, Mex. 
West Virginia Paper & Pulp 
Corp., are honeymooning in the Bahamas after their Nov. 17 mar- 
riage in New York... Alice Mae Janklow, in the pr department of 
Dancer-Fitzgerald-Sample, and Harold I. Drucker, copy-contact at 
Arthur B. Kaplan Co., both of New York, have announced their en- 
gagement... 

Leonard H. Goldenson, head of American Broadcasting-Paramount 
Theaters, has been reelected board chairman of United Cerebral 
Palsy Assn. for a third term. William R. Campbell Jr., account exec 
of St. Georges & Keyes, New York, has been elected vp in charge of 
public relations and conventions for a third term also... 

Among the seven women executives receiving achievement awards 
from the Women’s National Institute were Bernice FitzGibbon, head 
of her own advertising and merchandising consultant firm; Mrs. 
Anna M. Rosenberg, head of her own pr firm; and Mrs. Oveta Culp 
Hobby, publisher of the Houston Post... 

Chester J. LaRoche, head of his own New York agency and chair- 
man of the National Football Foundation and Hall of Fame, has been 
named to Sports Illustrated’s Silver Anniversary All-America board 


of judges... 
, 
YOU MIGHT THROW THE DISCUS 1 941, *_ Peters, Griffin, Woodward, New York, pioneer station representa- 
tive, has presented five-year awards (inscribed gold watches and 
TV | gold desk plaques) to Robert E. Bailey, tv account exec; Gertrude 
BUT 2 om You NEED WKZO- | Collins, tv cost estimator; and Joan Brell and Felice Friese, radio 
| sales secretaries... 
THE MARCH ARB REPORT CREDITS WKZO-TV TO BE CHAMP IN 
WITH ALL 20 OF THE “TOP 20” PROGRAMS! George B. Dearnley, McCann-Erickson vp, has accepted the chair- 
manship of the Graphic Arts Group of volunteer solicitors in the 
Ae Eee KALAMAZOO-GRAND RAPIDS! United Hospital Fund’s 77th annual campaign ...George H. Allen, 
2H, 195 McCall’s direct f sal tion, i i 
GRAND RAPIDS-KALAMAZOO Here’s proof that WKZO-TV is the top buy in one of D.C. Advertising Club’s exceiant acenl tor tee Se 
Deceketel Mhadethe Nene America’s top-20 television markets. March, 1956, ARB of the Togetherness theme, both as a trademark of a great magazine 
With Hiaher Ratin. figures (left) show that WKZO-TV is the preferred TV and as a definition of a new American pattern of living around which 
WKZO.1V Seation 8 station in Battle Creek and Muskegon. as well as in he has rallied the support of the national business community”. . . 
MONSAY THRU FRIDAY Kalamazoo and Grand Rapids! It’s the favorite by more W. T. Raidl, account exec at D’Arcy Advertising, New York, is an- 
8:00 a.m. te 6:00 p.m. 136 6 than 6-to-l at night . . . by almost 3-to-] for ALL quarter nouncing the Nov. 10 arrival of his third child, second daughter... A 
6:00 p.m. te 11:00 p.m. 87 13 hours! son, Richard Paul, is the newest addition to the family of Alan 
SATURDAY AMD SUNDAY WKZO.TV is the Official Basic CBS Television Outlet for Gleitsman of Sterling Television’s sales staff...Thomas Frederick 
10:00 a.m. te 11:00 p.m. 72 32 Kal Grand Rapids and Greater Western Michigan was born Oct. 18 to Mr. and Mrs. Al Ludington. The baby’s father is 
. : es oar 7 associate producer of ABC-TV’s film festivals, and Mrs. Ludington is 
ey al her war ok oy oo Ss eo by ee year ha ely, va 7 in 29 Western the former Pat Phillips, NBC associate producer ... Serena Sarnoff 
masoo (19.7%), Battle Creek (18.2%), Muske- BEB, —_— ; was born Nov. 7, the daughter of Robert W. Sarnoff, NBC president, 
gon-Muskegon Heights (17.4%). 100,000 WATTS—CHANNEL 3— 1000’ TOWER and granddaughter of David Sarnoff, RCA chairman... It’s a third 


daughter, Kathy Lynn, for Bernard Howard, president of Stars Na- 
tional Inc., New York radio representative .. . 

/ ae a G ‘ Atherton W. Hobler, head of Benton & Bowles, has been elected 
the Pel yer Vlations a to the board of Future Planning Corp., mutual investment fund... 
WK20.1V —- GRAND RAMOS: KALAMAZOO James H. Connolly, ABC vp and general manager of KGO and KGO- 

WKZO RADIO — KALAMAZOO-BATTLE CREEK TV, has been awarded a special citation by the Redwood Empire 

Assn. for “contributing materially to the progressive development of 


WJEF RADIO — GRAND RAPIDS 
WJEF.F4 — GRAND RAPIDS-KALAMAZOO 


KOUN.TV ~ so oor pS gn ama Kalamazoo—Grand Rapids the Redwood Empire, both sides of the Golden Gate Bridge”... 
WMBO RADIO — PEORIA, ILLINOIS and Greater Western Michigan Taylor Spink, publisher of Sporting News, was designated the St. 


. ‘ Louis sportsman of the year by the St. Louis Elks’ Club. The award 
Avery-Knodel, Inc., Exclusive National Representatives) was presented at a dinner attended by sports celebrities from a wide 


*Fortune Gordien set this world’s record in Pasadena, California, on August 22, 1953. area... 
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TV Guide is 
the biggest selling 


magazine in 


pe ee 


supermarkets 


Here comes your best customer up to the 
checkout counter in her local supermarket. 
That’s TV GUIDE she’s reading. 


She just picked up her copy from the rack at the 
\ checkout counter. She does this every week, 
| when she does her “big basket” shopping. 


Supermarket shopping is a weekly habit for her. 
And reading TV GUIDE is a daily habit 
for her entire family. 


) 
} 


Tell her about your products in TV GUIDE... 
so the next time she buys TV GUIDE she will 
also buy your products. 


A total of 5,000,000 copies of TV GUIDE are 
sold every month . . . 1,250,000 weekly . . . 
in over 16,000 supermarkets. 


America’s Television Magazine 
Estimated Total Weekly Circulation—over 4,600,000 


TV GUIDE has more single copy sales than all other 
major weeklies combined : 


Average Net Single Copy Sales 
Six Months Ending June 30, 1956 


*Saturday Evening Post, Life, Time, New Yorker, Newsweek, 
U. S. News & World Report, Sports Illustrated 
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Advertising Age, December 3, 1956 


the names of the stores greeting 
customers. 


Judge Cracks Down 
on Shopping Center's 
Closing Violations 


Orrawa, Ont., Nov. 27—Six Ot- 
tawa stores have been fined a total 
of $12,000 for defying the city’s 
1000 artists, skilled In advertising techniques are avaliable to you early-closing by-law ted 
in the dependabie, established Chicago studios listed below: Each of the stores was fined $100 

on each of 20 counts. The business 
8. FREDRICK ANDERSON StUDI08, 6620 W. Diversey Ave., Tuxedo 9-1400 KOopmaN-NeuMeER, 231 S. Green St., Randolph 6-3508 establishments include such na- 
Barnes-Crossy Co., 225 N. Wabash Ave., Franklin 2-7601 Lewis & Hoover Struptos, Inc., 155 E. Ohio St., Delaware 7-721 tionally known outlets as Loblaws. 
BERLET-ANDERSON-MARLIN, INC., 649 W. Randolph St., Andover $-1027 NuceNnT-WILLIAMs Sruptos, Inc., 869 N. Dearborn St., Superior 7-3711 Fai th and itman’. ; 
CARNAHAN-HANSON Co., 125 W. Hubbard St., Superior 7-0800 Pace Stupios, 155 E. Ohio St., Superior 7-8540 . eather Co. Re ” 
COMMERCIAL ILLUSTRATORS, INC., 661 N. LaSalle St., Whitehall 4-003 PROMOTIONAL Arts, INC., 100 E. Ohio St., Whitehall 4-2090 (Ont.) Ltd. 
Coventry, MILLER @ Oxzak, INC., 212 E. Ontario St., Superior 7-6465 Bert Ray Stupi0s, 230 E. Ohio St., Whitehall 4-0651 The stores, all located in a new 
Grant-Jacosy Stuptes, Inc., 936 N. Michigan Ave., Mohawk §-2055 SCHARON-SANDERS STUDIOS, 410 N. Michigan Ave., Superior 7-0649 shopping center, remained open 
Kune Stupios, Inc., 601 N. Fairbanks Ct., Delaware 7-0500 Vocue-Wricnt Stuptos, 469 E. Ohio St., Mohawk §-5600 till 9 p.m. during the month of 


s The city drew up _ charges 
against the stores after the first 
infractions, but later withdrew 
them for technical reasons. As the 
stores continued to defy the law, 
however, city officers slapped on 
the complaints day after day. 

Under terms of the law, each 
store was liable to a fine of $300 
for each infraction. 

(There are 195 other charges 
against 18 more stores still to be 
heard. They will come up for court 
action in December.) 

The Billings Bridge plaza stores 
offered as their defense that the 


Wurraken-Gueansey Stupto, INc., 444 E. Ontario St., Whilehall 45-6809 December, 1955. The city by-law|area in which they are situated 
tipulates that stores must close} was not within the city limits 
THE ASSOCIATION OF ART STUDIOS IN CHICAGO, INC. . i 
aas $7 South Wabash Avenue, Chicago 3, Illinois + Franklin 2-7664 + Bileen M. Cooper, Executive Secretary at 6 p.m. except on Friday nights,| when the early-closing by-law 
when they may remain open till 7.| was passed some years ago. Since 


then, the land has been annexed 


The Billing Bridge shopping 
by the city. 


plaza decided to fight the by-law 
last year and did bonanza business 
on the 20 nights it remained open 
until 9 o’clock. 

Thousands of shoppers crowded 
the center, as policemen took down 


s In imposing the fines, Magis- 
trate Glenn E. Strike said he had 
dealt with the charges “not as a 
test case but as a deliberate breach 
of the law.” 

Loblaws contested two charges, 
then pleaded guilty to the 18 oth- 
ers after being convicted on the 
first two. The other stores pleaded 
guilty to all counts. 

In a statement that is expected 
to have a far-reaching effect on 
the development of night shopping 
in Ottawa, the magistrate said he 
did not agree that the maximum 
fine of $300 should be assessed, 
but he said he felt the penalties 
should be “quite severe.” 

“If it was the intention of the 
stores to test the by-law, another 
course could have been taken,” he 
said. He meant the stores could 
have remained open one night and 
then fought the case. 


ead 


; 


s “The defense contends that the 
public desires these stores to be 
open in the evening. That may be 
so, but it is not an issue in this 
court. If this is so, there is a way in 
which this can be brought about.” 
He was referring, of course, to 
amendment of the by-law. 


= peli ill 


SCRIPPS-HOWARD’S th 


GROCERY PRODUCT 
DISTRIBUTION SURVEY 2225s 


year. The books, Battle Attack and 
Real Action, will be sold as a unit 
at $500 a b&w page as the Timely 
Adventure Group. Battle Attack 


" 
¢ 


) 


For the tenth consecutive year, Scripps-Howard news- will come out in March and Real 
papers have made a study of grocery product distribution. seit ak ces nae ie. 
15-cities report... The survey was conducted in grocery per mage Rasy a i 
stores in 15 cities from coast to coast. In effect, it is almost porary = — in ae 


a national study. initially will be 400,000. 


Non-grocery merchandise . . . Alcoholic beverages, drug 
products, tobacco products, kitchen utensils and appliances SPARK EVERY PROMOTION 
were checked to ascertain the frequency with which such with Gea 
merchandise is now handled by grocery stores. 2 oe o 


77 classifications of grocery store merchandise . . . brand | GLOSSY PHOTOS 


by brand, the survey checked the distribution of well in 
excess of 10,000 different brands. 


Reports will be ready this month. Now is the time to get 
your request in for a copy. Contact Scripps-Howard news- 
papers or any of the General Advertising Offices listed below. 


“ee. 


as : ‘ The PHOTCMATIC Co.” 
+ + + +e + Herold-Post 60-69. inclo se.  Cileane 11, 
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ADVERTISEMENT 


Record Building Volume and 


Housing Need 


Chicago—Most builders are op- 
timistic about Light Construction 
sales prospects in 1957, according 
to a survey conducted in Septem- 
ber among a random sample of 
Practical Builder readers. Of the 
respondents, 65% thought total 
1957 Light Construction sales vol- 
ume would be “up” from 1956, 
88% thought remodeling, modern- 
ization and repair business would 
make gains, and 70% felt that the 
non-residential segment of the 
builder market would be better. 

While nearly two thirds of the 
builders surveyed thought next 
year’s market would top its 1956 
total of 39.2 billion dollars of con- 
struction put-in-place, slightly less 
than half of the respondents—46% 
—estimated that new home build- 
ing would be “up”. Because the 
questionnaire was based on the 
actual building plans being made 
for 1957 by these builders, and be- 
cause those surveyed were allowed 
only to state whether they thought 
sales would be “up” or “down”, 
Practical Builder researchers be- 
lieve the results indicate that the 
new home building segment of the 
market will be about the same, or 
slightly better in 1957. 


“Leveling Off” In Home Starts 
Not Fully Understood 


Despite continued growth of the 
entire market, Practical Builder 
and Building Supply News editors 
and research analysts believe that 
“leveling off” in new home build- 
ing segment of Light Construction 
is not fully understood by many. 
The real meaning of what’s hap- 
pening in home building is ex- 
plored in the current issue of the 
“Red Letter” of the building mar- 
ket, a periodic newsletter by PB 
and BSN editors. 

According to the “Red Letter,” 
today’s high “million-plus” annual 
rate of starts—at which the home 
building segment of Light Con- 
struction has “leveled off”—ob- 
scures a backlog of demand for 
housing that may hasten the ar- 
rival of a new surge of home 
building, heretofore anticipated on 
the basis of postwar babies start- 
ing to reach marriageable age in 
the early ’60’s. 

But it may come sooner because 
current “leveling off” in home con- 
struction is caused by factors— 
such as “tight money” and build- 
ers’ decisions to build higher 
priced homes—that only curb ef- 
fective demand, not real demand. 
Despite a high production rate, 
thousands of families are being 
squeezed out of today’s new home 
market by abnormal mortgage 
credit requirements created by 
“tight money” conditions, and by 
a diminishing supply of new homes 
in their price range. 

The gathering force of this build- 
up in housing demand finds a meas- 
urement in 3 separate national sur- 
veys: the 1956 Federal Reserve 
Board’s Annual Survey of Buying 
Intentions, the Wage Earner For- 
um Survey, and a Look Magazine 
Survey. Each reveals that several 
million American families are se- 
riously considering buying a new 
home in the months ahead. With 
more expensive but a fewer num- 
ber of houses being built, only a 
part of this demand is being satis- 
fied—real demand for housing 
therefore is piling up rapidly. 


Relatively Less Building 
Than in ‘20's Boom 


This fact is highlighted still 
more when you realize that in 1955 
—the peak postwar year in dollar 
volume of home building, and a 
close second to 1950 in number of 
home starts—the industry pro- 
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duced fewer new homes per 10,000 
population than during 1925, the 
top year of the ’20’s building boom. 
In that year the 937,000 new homes 
built provided 111 units for each 
10,000 population, but the 1,329,000 
units erected in 1955 yielded only 
92 per 10,000 persons. 

It all points to a demand for 
housing that is not being met, even 
by the industry’s “million-plus” 
home building pace—maintained 
during each of the past six years. 
And while most manufacturers of 
building products today are plot- 
ting new records on their sales 
charts—with most gains registered 
in the booming Modernization and 
non-residential segments of the 
builder market—many sales exec- 


utives are reappraising their basic 
sales strategy in an effort to tap 
vast new potentials presented by 
unfulfilled demand in the new 
home field. 


“Low Cost’ + Housing—K 
Vast New Sales Potentia 


Those who really know the in- 
dustry agree that the answer lies 
in reversing the rise in the national 
average of new home prices. In 
1955, the average non-farm one- 
family house sold for $13,700. The 
most favorable estimate of annual 
family income required to pur- 
chase this “average” house is about 
$6,500—and even this assumed 
relative freedom from other in- 
stallment debt for the family car, 
TV set and the like. With the 
average 1956 home price expected 
to be about $14,600, and with the 
additional deterrent of tightened 
mortgage credit requirements as 
a result of “tight money,” thou- 
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sands more potential home buyers 
are being priced out of the new 
home market today. 

These facts overshadow the 
growing size of the higher-priced 
new home market—a reflection of 
the tremendous increase in num- 
ber of families with annual in- 
comes over $6,000, $8,000 and $10,- 
000. These families sustain a very 
large volume of home building, 
and with the continuation of “good 
times” they will present an annual 
market for thousands of new 
homes indefinitely. But the need 
that is piling up today, and the ad- 
ditional housing need that will be 
created in the early ’60’s—largely 
by more newlyweds and the grow- 
ing ranks of the retired—calls for 
low-cost housing. 


New “Boom”’—Sooner 
Than Expected 


No one can predict just when 
current trends in market require- 
ments, land development, design 


merchandising and finance will 
bring about a skarp upturn in the 
amount of “low cost” housing built, 
which will set off the new “boom” 
in home building, with its immense 
consequences in building product 
sales. But because of the complex 
inter-relationship of all these 
trends, the speed with which they 
will have an effect on sales is gen- 
erally underestimated. In fact, 
there are indications that the na- 
tional average of home prices will 
not climb anywhere near as much 
next year as it has during the past 
two. While this will be largely the 
result of builders sacrificing floor 
space and other basic features in 
an effort to lower prices, it will 
nevertheless be a clear sign that 
majority demands of the home 
market are being felt and heeded. 

For your copy of the current 
“Red Letter,” write ioday to: Re- 
search Department, Industrial Pub- 
lications, Inc., 5 South Wabash, 
Chicago 3, Illinois. 


A business paper that tries to be all things to all 


Result? It doesn’t adequately serve anyone. Because 

of this practical 
and do it 

Builder’s Book... 


why it inva 


people can’t help but spread itself too thin. 


builder tries to do just one thing 
superlatively well. It is exclusively a 
edited for builders by builders. That’s 


ably comes out on top in every unbiased 


reader-preference study. And that’s why you don’t have 


to dilute your ddvertising message to make it appeal 


to a cross-sectia 


of diverse industry interests. PB is 


gh and through. That makes it the 


®INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3: 

Publishers of Practical Builder, Building Supply News, 
Building Material Merchant and Wholesaler, Ceramic Industry, 
Brick and Clay Record and Masonry Building. 
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...0f the light construction industry 


eto eee A eee) ae ape ae [Saaewee tt Ree Sa, meee eer a eee ec ean eh nos SRS aes sa ea ree ae «Le etre beet oe 
- : ae Diighatthe Sc 7 teenie re ed a oF: ae ee oe ee ee —— ee > s,. A ee 
as atlledi oi a =p Y ss * ee ae oe - ¥ t * MG v ‘ >. Sf 
* 2, 
| Pe Pe 
. ee eee | | 
{ Po | ce 
é e, 
% ‘4 
’ 7 
! to 
4 3S 
i 
W ix 
M 
: pe | 
¢ & 
: 
‘ . 
; | | | 5 
ETT PT ea ETE EE a ES I I LE TS a a I I CE TS BT Fe PEE FT ETT PE TPE TEE Pee a ce 
t a & 
iy | : 
; | 
, | 
= H —— ms Seay oe ‘- 
| ? 
ence an is ch cn eo einisicivendls greta isdn ep anllicpat ap asap an aves danieianalanaastn 
| 
| 
| | a 
1 _ 
Nog ig i ape 2 ee , 
/ : 
| | ~ 
4 | ; 
1 E 
_ ‘ . 
Peat af | st 
ee ie Sea , 
oy DHE = 
ct Ee ae MS - 
JBN Ke i ee “*  S i 
Ps - Bh v ) bs 
os a bear , 
i Be ci bet ‘ t ‘ 
a a re eae / a 
ye ee : 
' ‘mem ey S- La , , 
Sides a abe, ae 
os i ypeee. a a 
> AS a eee ae ae 
A ae bs ete oe 
ae ie gee 
erie oe ibe 
ei as ‘*- ng 
BP . = ; 
: eatin a Bi. 2 bd 
is ae . a : 
- eee. ys 
. Pgh ans ey thy La . at. 
| : 
+ waa ey] a4 Rae * : 
mer ee ce Ite wath 
J I om, a a 
at ae ye ; 
© , eee . 
Po : : , , : ‘ 
oe 
° 
solid meat tha i 
% st 
i ilder the Basic B ! : 
Basic Book for 6 8...and uy for you! . 
. j ; ES, 
ae “~. 
ee We 
ee tt iy 
: ee bad ag 4 2 
*, 
ee ! ee ; 
Hy NE 
| : 
“4 
' 7 i e ro¢ 6 bad PP te ae rote tk "y # i? if 
ae OS ee a AS Se ee I i ee, ge eee, ee, Sosa 
ray ee ec ON Co” Se Pee ee 2 os CS ae a 
nie Saag gs ae aa ie oe a he a | eee ik Ore a a tgs 


Pops Flop on TV 
as Flapjack Artists 
but Star as Comics 


Los ANGELEs, Nov. 27—For ad- 
vice on how to get some extra 
free time on tv to plug your prod- 
uct, just ask Bob Hare, of Carna- 
tion Co., or Jack Wormser, of 
Erwin, Wasey & Co. They will 
tell you to find someone to demon- 
Strate your product who doesn’t 
know too much—if anything— 
about it. 

It seems that Messrs. Hare and 
Wormser arranged for a flapjack 
contest on “Panorama Pacific,” 
an early morning West Coast live 
tv. show. They were publicizing 
the flapjack mix made by Albers 
Milling Co., an Erwin, Wasey cli- 
ent and a Carnation subsidiary. 

The idea was to have two fath- 
ers cooking flapjacks and their 
sons eating them. The contest was 
to pick one father as the best flap- 
jack cook and one of the boys 
as the best flapjack eater. 

Each father was provided with 
an electric hot plate, frying pan, 
cube of butter, a mixer and Al- 
bers flapjack mix. The fathers 
were supposed to produce flap- 
jacks quickly and smoothly for 
their sons to devour. The stunt 
was figured for five or six min- 
utes. What happened was some- 
what different. 


® The pans had been pre-heated 
to save time. When Father A 
dropped some butter into his pan, 
up it went in smoke. 
Meanwhile, Father B was mix- 
ing his batter with a spoon. When 
someone said, “Use the mixer,” 
he put his bowl—complete with 
spoon—in the mixer. When the 
mixer blade hit the spoon—bat- 
ter flew all over the place. 
While this was going on, the 
other father had re-buttered his 
frying pan but got too much. He 
was handed a paper cup in which 
to pour the melted butter. When 
he set the cup on the edge of his 
hot plate—up it went in smoke. 
The uproar provided plenty of 
leeway for the antics of comic 
Doodles Weaver, serving as judge 
of the contests. Dashing around 
in the smoke he used his well 
known “Beedlebaum” horse race 
comment to call the contest, with 
a by-now-appreciative audience 
cheering and shouting advice to 


r 
HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


Berney Kingston Merchandising Director 
Dent be feeled by the “outlet map” on 
your wall! It's one thing to put your 
product in steres--it's quite anmether te 
move it. 

If your product or service lends ieself 
te personal selling—whether in @ heme, 
office, store, institution, service station, 
ete.—it will pay you te investigate the 
boeming $9% billien DIRECT SELLING 
FIELD. Manufacturers and agency exeeu- 
tives often amazed to learn how ensy and 
inexpensive it is te move merchandise 
threugh medern direct selling—in ALL 
counties of the 48 states end te the prov- 
inees of Canada. 

Let we anelyse your product er service 
witheut ebligation on your part. If your 
product has potential in eur field, we sub- 
mit 34-year sales-tested plan for considera- 
tien; sample plan starts 50 new companies 
every month . . . many of which sow do 
from $250,000 to mere than $12% millien 
annually. 

Send factual date to our Merchandising 
Director, Berney Kingston, Dept. A-207 
Saleeman's OPPORTUNITY Magazine, 856 
Nerth Dearborn Street, Chivage 10, IM. 


the contestants. 

At this point, Mr. Wormser and 
Mr. Hare could have been ex- 
cused for having ulcer-type reac- 
tions. 

But all’s well that ends well. 
Instead of getting five or six min- 
utes on the program, the stunt got 
20 minutes. 


Coast Pear Service, Pillsbury 
Set Pear Ginger Cake Drive 
For the second consecutive year, 
the Pacific Coast Canned Pear Ser- 
vice and Pillsbury Mills will co- 
operate on a promotion made with 
the products of the two organiza- 
tions. This time the product will 
be a pear ginger cake, described 
to consumers as “an upside-down 
gingerbread you make with canned 
Bartlett pears.” It uses canned 
Bartlett pears and Pillsbury gin- 
gerbread mix. April issues of 
Everywoman’s Magazine, Family 
Circle, Western Family and Wom- 
an’s Day will carry full-color pages 
to promote the cake. The full 
month of April is planned for a 
concerted “Pearadise-in-April” 


push featuring canned pears. 

Initial trade announcement on 
the canned pear and Pillsbury pro- 
motion is now in the mails.to can- 
ners, brokers, jobbers, wholesalers, 
distributors, and chain and volun- 
tary groups. The canned Pear Ser- 
vice represents growers in Califor- 
nia, Oregon and Washington; its 
agency is the Seattle office of Pa- 
cific National Advertising Agency. 
Pillsbury’s agency is Leo Burnett 
Co. 


Super Market Institute Drive 
Tells of ‘Distribution Miracles’ 
Super Market Institute, New 
York, is supplying its 7,000 mem- 
bers with cartoon strips illustrating 
the “Miracles of Distribution the 
Food Industry Performs.” Designed 
for insertion into the regular ad- 
vertising of member companies, 
the strips point out that the far- 
mer, the manufacturer and the 
supermarket operator are not com- 
petitive, but interdependent mem- 
bers of the food distribution team. 
The campaign entitled, “How 
Food on the Farm Becomes Food 


RICHARD G. TERRY, merchandising ex- 
ecutive of Ted Bates & Co., New 
York, for the past two years, has 
been named a vp of the agency. 


on the Table,” consists of 13 strips 
which can be adapted for ads, cir- 
culars, tv, radio, bag stuffers, em- 
ploye bulletin boards, store post- 
ers, etc. In announcing the pro- 
gram, Joseph P. Mott, institute 
president, said that the food indus- 
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try working as a team has cut the 
housewife’s time for food prepar- 
ation by 80% and the consumer’s 
“getting more food, whenever and 
wherever she wants it, at the low- 
est possible price,” he said. 


Gottlober Named Ad Rep 

Sigmund Gottlober, director of 
National Theatre and Concert 
Magazines, New York, has been 
appointed advertising representa- 
tive for the Chicago Opera Ballet 
Souvenir Magazine, the first of its 
kind bearing the name of an 
American city to accept advertis- 
ing. The company will have the 
longest tour of any ballet, playing 
in 99 cities, starting Nov. 26. 


Myrbeck Appoints Frost 

S. Gunnar Myrbeck & Co., Quin- 
cy, Mass., has appointed H. L. T. 
(Jack) Frost to direct its expand- 
ing industrial advertising services. 
Mr. Frost, formerly advertising 
and promotions manager of the 
industrial products divisions of 
Kimberly-Clark Corp., becomes di- 
rector of accounts at Myrbeck. 


6 ways to determine 
is read by the 


electrical) 
+ 3 —Electrical Machinery 


& Equipment 


1 Check the magazine's editorial objectives and scope. 


Is the editorial content tailored to meet the 
needs of the industry served? Is it in balance 
—broad enough to “cover the bases” yet specific 
enough to be of maximum value? For instance, 
STEEL’s “3-in-1” content—news, production- 
engineering data, and market information—is 
designed to satisfy its readers, week after week. 


: 


ie 
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5 Find out how well readers use the advertising. 


Adding up resultful inquiries is one way . . . pro- 
vided your advertisement was designed merely to 
pull leads. However, like many companies, you 
can use with considerable success your own mail 
surveys to determine the degree of recognition 
accorded your company and your products as 
a result of a continuing program of advertising. 


tamant 


Does the magazine make sure it reaches the 
titles and functions for which it is edited? Is it 
flexible to match circulation to constant changes 
in industry? STEEL’s selective distribution is an 
example. With its Continuing Census of Metal- 
working, STEEL can pinpoint circulation . . . 
match it plant by plant, function by function. 


Ask about renewal rates or other evidence sup- 
plied by the magazine that proves reader desire 
to receive the magazine. With STEEL, for ex- 
ample, a signed “reader request card” is required 
of every recipient. This card indicates that the 
recipient reads STEEL, finds it helpful, and 
wants to continue receiving his copy every week. 
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Weathers Named WBS S.M. 


James Weathers, formerly in 
charge of southern division sales of 
World Broadcasting System, New 
York, has been promoted to na- 
tional sales manager, succeeding 
Dick Lawrence, World’s new gen- 
eral manager (AA, Nov. 19). Ken 
Joseph, formerly northern division 
sales chief, has been named assist- 
ant national sales manager. 


Corr Heads Watch Marketing 
Harold E. Corr, a vp of Elgin 
National Watch Co., Elgin, IIl., has 
been named to head the company’s 
watch marketing division, suc- 
ceeding A. L. Rowe, who has re- 
signed. Mr. Corr, with Elgin since 
1924, has been assistant to the 


president since 1954. 
MAIL GROUP ELECTS—Charles S. Downs (left), ad and pr vp of Ab- 
Carvel Nelson Joins Four A’s bott Laboratories, outgoing president of the Mail Advertising Club 
Carvel Nelson & Powell, Port-| of Chicago, turns over the gavel to the club’s new president, Rob- 
land, Ore., has been elected to! ort Stone, vp of National Research Bureau. Other new officers are 
pyrene Aud gp Poronene ye Neg Robert Enlow, American Medical Assn., 1st vp; Dick Hodgson, Ad- 
the first Oregin agency to be elect- vertising Publications, 2nd vp; Fred Salmon, Runkle-Thompson- 
ed to the association in more than| Kovats, secretary, and William Flory, Harris Trust & Savings 
10 years. Bank, treasurer. 


2i 


N.Y. Exchange Offers Package Campaign to 
Promote Gifts of Stock to Minor Children 


New York, Nov. 27—The New 
York Stock Exchange is distribut- 
ing to its members a portfolio out- 
lining a complete campaign to en- 
courage securities gifts to children 
under the provisions of new state 
laws. 

In releasing the data, the stock 
exchange notes that 13 states and 
the District of Columbia have en- 
acted laws which provide for a 
simple and convenient way of 
making gifts of securities to mi- 
nors. Laws now on the books elim- 
inate the need for costly and cum- 
bersome guardianships and trusts. 

A uniform gifts to minors act, 
based on the exchange’s model bill, 
has been adopted by the National 
Conference of Commissioners on 
Uniform State Laws and approved 
by the American Bar Assn. It is 
expected that this uniform act will 
be introduced in the next legisla- 
tive sessions of most states. 

The Internal Revenue Service 


how a business paper 


men it reaches 


3 Are readers motivated to think, respond, act? 

High reader reaction is one of the surest ways 
to measure the inherent vitality of a publication. 
Year after year, STEEL consistently sparks key 
metalworking men to request editorial material 
for plant meetings, technical society programs, 
long-term planning. Each year STEEL readers 
request and use over a half-million reprints. 


Make your own evaluation of STEEL’s read- 
ership through these recommended yard- 
sticks. No other business publication gives 
advertisers so much proof of high readership 
by the right men. It’s one reason why so many 
believe that STEEL is the best buy to reach 


the tremendously big metalworking market. 


4 Does the magazine conduct its own readership test ? 


Is it interested enough to invest time and money 
in a continuing quantitative and qualitative 
readership check? For example, STEEL uses 
the services of both Roy Eastman and Daniel 
Starch as a constant check on readership of 
articles and advertising. Result: An ever-increasing 
level of high readership throughout the magazine. 


A Penton Publication 


PENTON Buitpinc, CLEVELAND 13, Oxn10 


has ruled that up to $3,000 in stock 
($6,000 for a married couple) may 
be given to a child each year un- 
der one of the new statutes wiih- 
out incurring a gift tax. The ser- 
vice also has ruled that the income 
from such gifts is taxable to the 
minor. 


@ The exchange’s portfolio in- 
cludes data about the law, instruc- 
tions on how to register securities 
as a minor’s custodian, suggested 
direct mail and newspaper adver- 
tising and outlines for speeches, 
plus other materials for use by 
stock exchange companies. 

States which have adopted the 
simplified legislation, in addition 
to the District of Columbia, include 
California, Colorado, Connecticut, 
Georgia, Michigan, New Jersey, 
New York, North Carolina, Ohio, 
Rhode Island, South Carolina, Vir- 
ginia and Wisconsin. Georgia, in 
March, °55, was the first state to 
enact the law. 

No direct advertising on the part 
of the stock exchange is planned at 
this time, AA was told. ’ 


Caldwell io ‘House Beautiful’ | 
Howard E. Caldwell, formerly 
assistant sales manager of Fry 
Roofing Co., has joined the New 
England sales staff of House Beau- 
tiful, with headquarters in Boston. 


e “The reception is wonderful and 
I just can’t express the thrills we 
have because you are affiliated with 
CBS.” 


Buverteco, West VIRGINIA 


e “....You are certainly putting 
a beautiful picture down here.” 
RANDLEMAN, NortH CAROLINA 


e@ “I thought maybe you would like 
to know that I am getting a perfeci 
picture, and we're 96 miles from the 
city limits of Roanoke.” 


’ WAYNESBORO, VIRGINIA 


e “Your picture by far exceeds any 
we have ever had here.” 
Rupert, West VinGinia 


e “The reception is real good. 
We live 100 miles from Roanoke.” 
ADKINS, VIRGINIA 


e “Your signal here is excellent.” 
Hicu Point, NortH CAROLINA 


CBS AFFILIATE 
TOP POWER 


316,000 Watts 


TOP ELEVATION 


Peters, Griffin, Woodward, Inc. 
National Representatives 
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Atlantic City Press 


Rolland L. Adams, President; Gallagher-DeLisser, Ine. Nati 


The right way 
to look at 
ATLANTIC 
CITY 


To heck with abstractions! Realistic facts reveal an ap- 
parel sales total s eee Atlantic City (that 
represents a per family clothing investment 50% greater 
than Los Angeles!). There’s proof for you of Atlantic 
City’s importance as New Jersey’s second metropolitan 
area. No wonder smart advertisers are netting big sales in 
this thriving year round market of 140,000 population. 
Fortunately it can be reached by the one paper that really 
gets into » cata Atlantic City Press. Is it on 


your 
. » » New Jersey’s best 
BIG CITY market! 


Nothing succeeds like the 


_ 4, 


Motive Study Aids 
Foreign Marketing: 
Chrysler's Kelso 


Derrorr, Nov. 27—American 
sales and advertising techniques 
can provide maximum sales re- 
sults anywhere in the world, pro- 
viding they are carefully keyed 
to the local cultural, economic and 
emotional climate, according to C. 
A. Kelso, ad director of Chrysler 
Corp.’s export division. 

Mr. Kelso told delegates to the 
43rd National Foreign Trade Coun- 
cil convention here today that an 
understanding of these conditions 
can best be achieved by motiva- 
tion research conducted in foreign 
countries by local nationals. 

“Here in the U.S.,” he said, “we 
see increasing evidence that moti- 
vation research is proving out as 
a vastly potent sales aid. No longer 
are we shooting in the dark with 
our advertising campaigns, our 
sales promotion programs or our 


publicity. . . While we maintain 


MORE 
ADVERTISING 

SUCCESS 
STORIES 

HAVE BEEN 

WRITTEN ON 
THE PAGES 
OF 


THE 


eS 


THE REASON IS OBVIOUS— 


—The Spectator has saturation coverage of Hamilton. (Sells more newspapers 


than there are homes in Hamilton.) 


—The Spectator has the third largest retail lineage in Canada. 


(Customers know where and when to shop.) 
—The Spectator’s readers . . . urban and rural . . . believe, and act on 


the advertising they read in the Spectator. 


Spectator 


—The Spectator reaches the buoyant and booming industrial payroll 


of Hamilton more than any other medium. 


TORONTO MONTREAL GREAT BRITAIN 
The Southam Newspapers The Southam FLA. 
388 Yonge St. 1070 Bleury St. 34-40 Ludgate Hill, 
" K. L. Bower, Monager J. C. McCague, Manager London, E.C.4, 
. England 


The Hamilton Spectator 


One of the Eight Southam Newspapers in Canada 


UNITED STATES 


Cresmer & Woodward Inc. (Can. Div.) 


New York, Detroit, 


Chicago, San Francisco, 


Los Angeles, Atlanta 


Advertising Age, December 3, 1956 


flexibility, we still chart careful 
courses to cultivate certain mar- 
kets and proceed to create a de- 
mand for what we have to sell. 

“I’m not suggesting,” he went 
on, “that we allow research to be- 
come our master. The human ele- 
ment in sales is still the most 
vital activating force. But armed 
with a deep, penetrating knowl- 
edge of our prospective customers, 
their fetishes and superstitions, 
their national customs, we can 
more easily adapt ourselves to 
their personalities and help them 
assert their wants.” 


= To point up the value of com- 
bining American techniques with 
information about local foreign 
markets, Mr. Kelso cited the case 
of a large corporation that com- 
pletely decentralized its foreign 
operations and put all operational 
and sales activity in the hands of 
local citizens. 

Complete decentralization turned 
out to be a mistake, he said. The 
corporation found it had to develop 
a coordinating staff in the home 
office to send a steady flow of 
advertising and merchandising 
suggestions to companies in the 
field. 

“The results have been out- 
standingly successful,” Mr. Kelso 
said. 

For present and prospective 
overseas merchandisers, Mr. Kelso 
had two pieces of advice: (1) Take 
full advantage of the facilities now 
available through American inter- 
national agencies; (2) Give prod- 
ucts “the prestige and quality 
endorsement that is available only 
through the pages of our inter- 
nationally circulated U.S. maga- 
zines.” 


N. Y. Club Elects Johnson 

Austin Johnson, merchandising 
director of Benton & Bowles, New 
York, has been elected vp for 
membership of the Merchandising 
Executives Club, New York, suc- 
ceeding Edward Gelsthorpe, J. 
Walter Thompson Co., who re- 
signed because of the pressure of 
business activities. 


Denemark & Associates Bows 
Denemark & Associates, a new 
publishers’ representative compa- 
ny, has been formed at 8846 Ray- 
ford Dr., Los Angeles, by William 
M. Denemark. The company has 
been named to represent the Prac- 
tical Lawyer and Landscaping. 


Grey Gets WhitehclI's Needol 
Whitehall Pharmacal Co., New 
York, has appointed Grey Adver- 
tising Agency, New York, to han- 
dle advertising for Needol, a new 
women’s product. Test market op- 
erations will begin in January. 


NOT EVERY FILM 
BUDGET CAN AFFORD 
FULL ANIMATION! 
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We've 


All selling takes talent. If it’s personal selling, it takes the talent of a 
particular salesman. But if it’s advertising—it takes the talents of a team— 
and our General Outdoor Advertising team is one of the best in the business. 
We’ve got the talent for selling! 

Take our creative specialists: They can make your selling message 
remembered, make it sell! By blending massive silhouette, compelling color, 
and dynamic simplicity, they achieve the impact that means more sales 
for you. 

And in more than 1300 GOA markets, the skill of other GOA experts 
assures you of top locations, audited circulation and superior service. 

Let our GOA team translate ‘“‘see-power”’ into sales power for you. 
Call your local GOA office or write to us in Chicago. 


515 South Loomis Street, Chicago 7, lilinois 


eee ee eT a et. fy «aa ea BO A Re GS Gee ae ae ae ea i Se i GR Oo eee a 
a: > | Sie oe eee CS . ae OT Bee Oe MIR li en 
is a ig ce ees < ] io a ae ey a i i pe ese fie gee ie 2 SU eg we err Oe a ae ea ae Fa A = tea re 
Br eso i ol pga — lltitiws™S <r «ag ae = ; j «te See wt vf Be 
7, 
< 
¥: 
: se aS, : 
fl ; = OE ag a er? - 
Sa, See Se 9 ee Teer a 3 eee ea Ne ae a : eee. i, uy a! Ree i A ei or : f 
Ai a: ae ee ce > tes ee: Cae ae OS a Oe ES es oh : 
‘i ik <a # ae iv O2> mie | es. a Wee ae ve een ¥ Ce ae “Sigkaell ‘ :- sat hee ie ae ins: Sig ate: ‘ 5 
Sc ee ae eS eae “ie ae mts 2 Ie <2 ee oan > a Bei op |, SS ee ae bas See i8 > 
ee eae Cae ae eee ae Ce ee eee ee pee ee, “— , eee ee oe Px. ac 
| See... ee cg a ee go oe a ee - ea ae eee a ee 
eee ben “i Ba tg Se ee, a EN ae a po Bey oe ets mene te a oe ware ah + 
er eee | De ; ee eee te Gg ee a Sy eee ee ae tiie tN ny 
rial =e ol a: ; By ee ee eee Te Be i ee a: ete Sika = 
es hl a a gs Be ea Be a Bey. ela fie 3 Sale aie poe. ae ie ae a a ee = 
Peay a * 4. oo az? ae, 2 S Mi ie ee Fi Se i eh eee bass ig 7 ae es eee a” ss CE ee : k 
Giry a. ————ttt—itSs a eo): pets Rae Ly : at eet epee 6) : ee Re ee a 
’ ae he < Ee. og hae cs aia diss Soak Be eke f ‘kr res. Le ea oS : 
ae ee: ag — on ates he “aae ae i ae ee. oe. pte Rater he ee: Pape: GF eo ae. ‘2 
‘ =a i a i Ven Ce. o? Ageia elt aes _ i a moot : a en Be I is" 
oe = a a Se a ee a a ets: a a be ae 11. 
ie: a. — ee. =: ee ae: Be : an Se Boe. * aaa Zeus hg Se ; 
o er ar "Eo eee ely = TE: EB Uae atee e : mr ; = eee ae: 3 i J 
~~ en br ee nec? a ees. a Sate rex gh Pct 2S - * io eA Thee : Ba on = Xe 
ies eo — eee ee ll OR he ‘ : 
ba ne oS oo <a OE ‘gee 3 oe a eee ae nas : haa Saar > - : 
cae wae a = eer i ¥ Set ' be ai cage ioe Bae si ee Me te a ip tab o a] 
sg? oe Bae: ile a as iy Spa ce ve Fn re ee Saree 2 © sd 
Sag 2 : —— aa NRE SER ere oe ca = oe pa mee ak eS ae . att. n 
ree. ea - 3 See. a = 7 yee Sib: *azOne 2 ge ee ae AL. fs {to Bae (ne 
eee ; © ea oe 0 ae eSiae” Sc: Seeman fgets eamen ek 2 sate Seis 0 2 ee rr . 
ibe °° 5 ; . er oe er Bea ane a). ee : 
L eg a oo ee a he 7 7 ae Bre a on * aa ae ep: _ P. Px 
a amr : : i ee ea ee Rm ee * Rr Ree, dee OS 
oe ae ob ¢ 2 en St ee 2) SS ee g a a. Ue Pe Se 
ee ae ee eae eee ae a ae she: : a 
eo OS a eS Oe eS a a io 2: eva 5 
\ Roos kein oe ae = ate pega Sa wea ae eae a he... PP, 5 
‘ > ee ory ae so ofS ae es a 5 it 
{4 ee Rieter ae os ae | RR A eee ."s ie ’ a a = f = 
aA a ee zm a a < ue aoe SOR. Sea sf See ’ le a ' 2 : “ 
i a Beat are eee ee peta aes a ts, ae ey o ’ , << : 
' ; a ae ie ae ae pt ae pr es vc: ae Rent — 
) Saran al Sale yt Sie = ion MoS se. fee DEAS : iad : ‘ 
; one eee ce, * me) Oe eee es Cone yg: GF, * e > x ‘~ . + ‘ 7 * ; 
Po *% oer - ' ae Risin = ; ae a a 5 Sie 
ee. ea siete oe ent y ae . ae fae 4 eee ™ . : ; 
ee ra Pre ‘ae Se eae ere Dae ne ees 4 | . awe : wn. oe. 4 
CO ees oo : ae ane eye in Se ey At digit 3 OR ‘toa 
i Re hd eee * - a Ce ot ae - : a 4 * 0° tae ag Se yee 
‘| Mae 4 Se . Teg 2 ae , -. sit a ar i = 
q Sc: sl alipael ames eee fb ‘ ; oe i es er ‘ , 
, Sie a & & . : ee ‘a 
Se) ee oe ee : : - ‘ ‘ i ‘ : ae Sh Rete ke i 
eo ES an seit ; ee “ oe . Kee = ~ Abo pag a> 
‘ - I — . ie ee ee ee A e. es ee : : 
' Soe) eS ee eee aa Berea = OS a eee ee fs ee Co! a in eee. i a 
4 ae yee: hy 4 oe ty 1) Sa oot Bae Biter c 2 f ie 
(eee a ee za . ses ie ee es oe ere ns Riek y a4 2 ae Perm oe Habe way =a . 
a ene _ a ae Sele mae Sy eet a MO Sg ae Poe ies ate Raed. s ; aa ki ate rn . ae 
Ce | ee ae 8 at! at, A ee es eae co ae Ens Bek: By ine cae eo: be Mee ‘ 
y Bie Oat ok gaan SLT: * a 2 eS gee es 2 Seta aes Fae oie.’ Cree. pee ar Saha ; ; 
§ Wie ee aa Se ae: ee : ae Pee OO re ~ : 
; oe ea or = fo Pees aoe (2 ee ; ed ste Bs. See C <<: ghar € a 
‘ ar a < ees + ee » fee ace ) Be at 7s et. aie oe 
; eT | | SM i se 77a Ba fy ge oy 4 a ae a ae Ogi 
i : ee ek B Cee ee, : fs ge) eA es le Sy oa a ee a Se ee AE te a. 
“4 PNR —_ ~ PAIR Eee te ae es ‘el erie as he Spa 
pas = ete Oh: — «oe ee eee” ae ee RO +, : 
: Si ee. Ane = Fae earl * ok ek) ee ee “ey, aoe & : Sa ye tee ‘4 
; Cs ar oa BS See: Sa a “a ee -. : 8 3 ae: oe “tea 
ee ess | Se a Bes Ere ee ey, ae ic Oe, a ieee, | . ieee — PRs ES. ee ae oes 
¥ aie yeh et ay rer: es: Meme ee 2 2. eae mege a ji Bee fag Aig ee Cee la be At OI % 
a oo 2 eae {a ee Se ee | ae SO . ae Saat A: 
: <E Bh ae Sola Ms 5c ete a Pe Ss eee 2 ee ay ie ee De gel cl Ary 
ats er ei.) = eis Rest. a Pees eee if ee Saal eS, oh ee A iscateies oad bi Boh VR a ON rey Bae Hine, . , 
; : Pe. ee es Pees ye cee ies. fe, a mee i Bek a in ey oe ie Bites, a t 
a <> i as ae ee seena et. RES ee ee 1 Goer oe ee are v7 Pg a i eater = 
‘ Se ot eS ee eee eh Saree, a a i fig eae uae Se “ 
Mice a, oe or Be 5 a Pe mee ge See, =. - 4 aa ee oe ease ma U2 
et eS : i. Ain eS rae Oats a ae, «ae : ; 
ay _ i: ee 7 ya Paige a 1 Pe a ‘ 5 
: P3 Wary a ee eee es oe : a a % Se 
re aes ok : . ; . a a eee: Sa ; Fi a an: ao ; 
ie ta 2 , , : , ' 7 Bie - aN AN ea hear Bae. me Be ¥, 
pie : = Ses aera ae ea 1a - a Bee dee > . 
i oy ey ey : ae ae ee oo, | Se oe ae ee, Caen ae . 
. Bee gait, = lige * os SOE ed oe Sa arr see : Seo ga ey oe eee ae ot eins ¥: 
a Se Sea ‘ Oh ee aa i ’ Soha ae di or ae a ara a 
. a —_ aa : eee. ee Oey Lae i, ae BS Fe : 
See : , a ; glare * _) ee AR | ae eat 5 
y ete. aa a ray eae hgh ae : ae ee ae ~ 
eae  . : - os oe Be he ae = : moe aie 
Rioters chad = a Peta ee ‘Seem Aes 4 ’ 4 ; 
rears mer . ro eae ee \ae eae sna 2 aie m 5 ‘ 
ae : eee Bs aa ict cs Sac eS 4 i 
OMe 2a ; . ee Re rae fi ‘ 
‘ ‘ . ata Beak ee ee heme ae whe i j y,2 
ee See A eee ee aoe < ’ . : 
; : 7 a See eR Se i oe ; 
i ad pe = oe oi ae eer a ‘ . 
8 . : j Res) 2 eg era “eee ce Line na ; 
, ‘d a ale le oP eee ss = i ee pee ish = ‘ . ‘ 
» si 9 oa ee to ae “eo ae aw 2 aan p ‘ 2 
Sy ¥ a <3 ae kee ya, 2) eek? . te f as. 
B as ah eet ee A a : ee ts ao J vt 5 
j : 7 am SS Sas Se a = ae } é 
; oe ee ae i ee pee a ? . ~ Soe 
' ae ce Wea era ae — 2 ¢ PI “ * 
ee ig oa a 2 ee E ~ * acH 
ae ‘ | pe Pa : a a : P ar > t vie t' — ‘ 
.] tg i a az [ae a, «; ae "y ‘ . 
‘ - ee graners Bede i ess “ae -* ’ ’ 4 
7 " ae au | ee . ‘= Ny ! : 
# aust ot ‘Sn ~ 3 ? oe : - 
' ai ‘ . wi i ae ae Bm SIR aaiibe he 5 a f 
i ae eee: a ma! i, > - 
' ' _ eee — a “~~ % “4 ; 3 w,'. 
‘ ee ee EO. ee ~~ oF . “ad ; " A 
# — one ‘ctu a an Tony em tl a * 
3 7 , st : ie "4 ive - Sa ee ~ ¥ “Yy : ie SS 
eee — ae : Ts oc ine : 
‘ ee Zs ~ . : i ae > I aha Ne : 
: , - 4 a x cud _ 4 - i ee : fos ae + 7 
? a : : a an ee a ‘es Tae ; ae. 
, i ee & aie -. sg i i “ eo : : 
on) 7 ‘ pare _ el ‘ . tiem 2 fea oa ~ a 
a ——- 6@=—l itl ae <n o > : : 
j 1 eh 3 2 : <> 3 Sie 2 ie tos, : we 3 a oF Saree ek. 4 ; 
cay a oe r ee ee ; 4 ome, . ny a3 a 
ee wee oie e i : Es ae ae. . am ee, a A 
Bes, PN ions ee ee “ Me * : a. baa et Fite 
geateemet (22) 2 ee ae : Pty : es ~* BOn = : 
= ueemiee: i | eS ‘ ee: “4A . : & 
, ee i econ eo -_*~ : we } ' % 
2h ee Se Bo) ey ec erie: 1s i 
5 gaia ss Rs eal a eee a —_——— ee fe Se ? 
ee) Pirie 2 EY, oe es oa CU ae ae eater ~ 6 
Mea ga! oe A Sata. Pay age >. 3 = ea a ery or 
gee Mo Se eae Sees a is apes tee asi ogee 
he Ree ia ieee” pe an ‘capt _ ce ot ag he : 
y Ch ot Ooo ae gee : , Poa en : ae de eae Ges ie ex oe 
a . sit Be) ara eran a aa a i ON 6 ee te ee street ei 
or 2 eae oe nil " *, ; We Slaw, tn 2 eeye iit aaaatee : Ing hse # , 
oa , re [a : ‘ - ‘ 2 . tee ee : = geese, 34 SS cen 4 : 
| : ‘ . * ; Me ie page ames & t 
i 
rs f 
j 4 
} 
s Bee 
g ° 
* "p 
‘ Je 
€ } | 
, *% r 
‘ ; Z ; re ily . 7 ‘a> r 
48 (260 MARKETS LO Se i 
" . am st i Be bp iA Py 
ve FB \ 9 oo ae 
ee Beri ees if. “ee rs 
we 2 :™ ‘ in 
sett . ts 
> on * i. * ee — 
54 mt ; a 5 
ne ae 2 ee * 
ay es “Pree 
pn ie ay ‘. 
eS rots AES ah ies ce tad 
ooh Te Feit d 
: 
G certisi : | 
‘neral Outd Advertising ¢ : 
sCHICT. IldOor ave SING VO. 
‘ ; tna ¢ é 
a 
: . en a 
7 ‘ 3 near > hatha 
fs : ae ; ae: Biba, 
7? > ene By ei “ales SM ay wis 2, 4 
: ; phar F any 2 ts be ae. ISSR SS 2 ae ea te tic i am eae Cc ie aah ee el 
Sage ‘ Se) Peer a : ae tee 9 ee ee ee ee Ce ns een es RS vi i, ou aA aes 
tS er RB cian ane Se om ; a ox ae Pog ot Ot : a ae - fe > jimi Cele = ie 3a eS a Nie 
. Sea Seer Be go a ore Bisse ie hae Tet) ae pens. z fk cee ey ae Vn ee a gis Pee 
at a es sa i a aan i’ a a ae Ps AAS at See) one Z a a 2S. Rt One ak ae 
cel 3 ee) Sc) cM ALM ae. lS | Se, GT. ee ce it Sa eon oul Sn eee eS ag a 


*DYNAMIC DAVENPORT Reads 


FOR THE TENTH CONSECUTIVE 


YEAR *** FIRST IN LINEAGE IN 
ALL IOWA AND THE QUAD-CITIES! 


= 


PORT BUYS 
EW $3,000,000 


DAVENPORT 
NEWSPA 


** CIRCULATING DAVENPORT, IOWA, ROCK ISLAND, 
MOLINE AND E. MOLINE, ILL. 


M-O-Lene and Woolene 
Leeds Sets ‘57 Drive for 


Leeds Chemical Co., new Chica- 
go company at 112 E. Walton St., 
has set a budget of $800,000 for the 
three months of 1957 to promote 
its two products, M-O-Lene and 
Woolene. Of the ad budget, $500,- 
000 will be allocated to M-O-Lene, 
a rug and upholstery cleaner, for 
all media, with accent on radio 
saturation. For Woolene, a compar- 
atively new product, $300,000 will 
be spent in a similar drive. Wool- 
ene is a cold water fluff soap for 
washing woolens and synthetic 
fabrics. 

Leeds & York, Chicago, handles 
Leeds Chemical Co. 


MacDonough Joins Kudner 

William A. MacDonough, for- 
merly vp and director of merchan- 
dising and advertising of the Cros- 
ley-Bendix home appliances divi- 
sion of Avco Mfg. Corp., New York, 
has joined Kudner Agency, New 


York, as an account executive. 


Look Who's Playing Santa! 


Whether you believe there’s a Santa or not, if you get all the . 
facts you’ll find that Christmas-like sales are yours “year-round” 
with WFMY-TV. Why? Because no station or group of 
stations — not even Santa himself — delivers complete coverage 
of the Prosperous Piedmont section of North Carolina and 
Virginia as does WFMY-TV. Call your H.R.P. man today. 


50 Prosperous Counties 
$2.5 Billion Market 


WEMY-TV ... Pied Piper of the Piedmont 
“First with live TV in the Corolinos” 


2 Million Population 
$1.9 Billion Retail Sales 


GREENSBORO, N.C. 
Represented 
Harrington, Righter 


& Parsons, Inc. 
New York — Chicago — San Francisco — Atlanta 


Since 1949 


Advertising Age, December 3, 1956 


Brother Offers 
Dressmaking Course 
With Sewing Machine 


New York, Nov. 27—Brother In- 
ternational Corp., New “York, 
whose credo is “Consumer service 
is the answer to competition,” is 
now distributing free a home 
study course in dressmaking to 
purchasers of Brother sewing ma- 
chines. The company believes this 
is the first time such a course has 
been offered by a sewing machine 
company. 

The course consists of two books, 

written by Edna Bryte Bishop, 
educational director of Advance 
Pattern Co., with a set of Advance 
Bishop Patterns. The course gives 
progressive steps for producing a 
complete wardrobe from the pat- 
terns. 
This course supplements the 
Brother Fabric Guild which sends 
out yearly five mailings of fabric 
swatches. From these swatches, 
the home seamstress can order 
namebrand fabrics, with a money- 
back guarantee, at “drastic” sav- 
ings, according to the company. In 
an expansion of this home service, 
the company expects to offer other 
dressmaker aids by mail! next year. 
Allen Christopher Co. is han- 
dling Brother advertising until 
Jan. 1, when Werbell, Seklemian 
& North, New York, takes over. 


Breck Mist Adds Size 

John H. Breck Inc., Springfield, 
Mass., is advertising a new 8-oz. 
size Breck Hair Set Mist, retailing 
at $1.65 plus tax, in color pages in 
Charm, Cosmopolitan, Harper’s 
Bazaar, Woman’s Home Compan- 
ion and This Week Magazine. The 
product, an aerosol spray hair fix- 
ative introduced a year ago, was 
hitherto available in 4% and 11 
oz. sizes only. H. B. Humphrey, 
Alley & Richards, New York, is the 
agency. 


Franklin Stores Names Gross 
Harry H. Gross, formerly di- 
rector of sales promotion of Diana 
Stores Corp., has been appointed 
store operations and sales manager 
of Franklin Stores Corp., which 
operates 161 women’s clothing 
shops. 


Tips for 
Sign Buyers 


If you buy signs—or ever 
plan on using them—don’t 
miss the December issue of 
ADVERTISING 

MENTS! 


Starting on page 87, there’s a 
complete review of the high- 
— a. a recent a 

clinic for sign buyers 
held ely 


Plasti-line, 
e sign manufacturer. 


The clinic included speeches, 
plant visits, and an inspection 
of a_ simulated, sign-lined 
Main Street. 


Unique articles like this make 
AD TISING REQUIRE- 
MENTS a great help to any 
adman who must keep posted 
on all phases of ne 
production, promotion 
merchandising. 


If you’re not a_ subscriber, 
just clip this ad, attach $3 
and mail today for a full 
year’s (12 issues) trial, start- 
ing with the big December 
issue. 

Your money back if you're 
not delighted. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St. Chicago 11 


—————— 


SP er 


p+ tee 


A 


owe UE Eg la eA ld OR 
ea a ae > a ee re Ce,» 
Oa ' . oe be Ne Pore ee | 
een se : eS 4 ae mai, © eee > 3 eee 
area it : — Neate he tea re © RTP TQ a i eae a 
Me : : ee: ll ee ———— 
Pres sac WE Be yh | ea ae “yaa we 
ay 8 .. ” Ws ee a 
Ss oe 24 ;, ' 
Tae - 
AS 
hd th Bic 
eee we eee ~ 
at ee ae : | 
Meee) eae " . 
ee) as te 
eer ee + " 
ue se | 
the DAV — | 
bie: | 
A eae , ‘ 
a 
a VILLA 
1 ING CENT | 
aie 
eh Oe | 
fee 1OPR — | 
ae Ss <7) 
yr | 
oe an ip Pee ee | | 
vagal F ee Newtne’ Soe | 
i heord en | 
" ae. ee a | : / 
ae es 
a a + «7 rig } 
“he a 
a nd xs 
a, ‘Be - a we y 
eo — ne Ei ee fucuese | 
wy ce wi ~ ee Ran th ’ 2 a |) 
Rocele o% 7 - * : Al Bs ot = . rd “ J } . 
hone == 48 St REPRESENTED BY 
Sant wes ee , JANN & KELLEY : 
ea 
att: P oT it 
By | 
ee ee | 
oe: | os 
a a ‘ : 
eet : sadly eee es | 
eee, | 1S) igs eae Sia Sica j ee ae a. 
at HS Pre rs ay. ey ; Pe Bl eee ee ee Ss ee Sina es 4 
aig ; oe hs ee ao. a ee i Bice eee ee 
2 See ah StS Ses nel ne oF Le eae ' = ca sp Es i a 
Pie ee NS EY ee: ' <> | 
toe eae: Rien 3 —  - A + | 
Pa ‘= ths Bri geaer eee ‘ eee. 5 : . e poe ~ . > % —— el eae ; 
Ba tse ARE ae a Se ; Se id, Si de of “ Ba i 
oe a pte th Me die “a ie eth: i eae ae ee - en Le 
Basico: gg Pes a ihe Sie it ssn, : UA eee eae eee, Fé > ¢ ™~ s a 
Bee LS) i Bagg a eee 2 eee Ma a “ ee . 
awh ag PS 2 UNS eee ; eo | on ae ieee | ee 
ae atk ek caf —— . | 2 ee 
a ee ENE. AT oe A SR een Eh aie r : 
er ee es 0 4 ae ee ee | 
ee a aad ae ae — ¢ 
Seis i STO OS ee See - z= a 
LESS Saeed eet. > Se 5 ee sey rf 
caeee Do OUR ee laa es... nr } , i aes eee 
Se ig ye Rey ag ae o> ‘ ee 
ree ns. Pie N gs ee ae 2 “’S - ‘ 
me Pde 29 “Fn | copes -o ee oe f > x 3 = pee Sas ae | 
+e a ia aie pine Bie % £ oa -* peg : ' (>, " a ie ro 
seeing ‘ | Bt ek ee ae ue ; 7 | AC eo aoe 
gst a Pe) ae en ie, ee Je fas 2 i ar ee ‘ 
“2k é +578 Gen ae | — Se 2 j ae ane ae » 
Se ied, cane eam | : ae 1 
esha : ee a i es ee sien ~~ “ x ee ae a a 
he by re se Seay Ga ; ae: . ‘ ee, —  - a ‘4 >: } 
as eo aie ket al ai - — 
aes fe 7 y a. re 
ie lg rane s&s. 3 y : za Mee ERS a 1 
Ba) oa fe st: Ay ‘ F aa 
au oo) ro ie a / ‘ ; 5 : —s a Reh | : Peace a } , 
ee ee Ma | hoe Pan " ys Ne 
gen a: ae Re sia SEA Sr Pu, . : 
a aa ee bea = oo eae sess oe r | 
el SS AS . - a a ae [ 
ee Ee oe ree a7 : aan ie Paha | be 
aa Tk, As ee y - eee } 
hie . fags aaa " y s ees _- 
om Cee). week . . rT P y a SS s 
all “A ne MAXIMUM POWER ON CHANNEL 2 ee a ae ® 
Pee ea. te wae N.C. eh ne _ ‘= ae | 3 
ie : ian. Wey 4 Greensboro, - Fh) a. 
ae : cditayat, “ge . ; ey CCl) ag 
cam ee. a ee » ~ 7 ie a pees  -S 
as i wan ee ————_ a ic -— ie 
wie t ¥ Aiea ey, “4 —_— = - Pe fa ae i oe % 
: ae 5 ee eta oe bea. " fi . - . — 4 J ee ad 4. i 5 a ae tte ah se 9 ar } 4 
“a8 posh Neg i a Lt ————- Sg f oe Ss. = 
ae Be E : ‘ fe ei se 
‘ee a — : ee a) } ® 
Tees | ‘ —w a 
‘Us J ; vas 
Lay: ~ (J —_ ——— eee j j = 5 
a J m..° j 5 
Bia. ra — N ig 
a —_ ve ” 
oh ee » 
Ste > ‘ 
eS ad 
¥ ll Be 
age *~ . ‘- 
ae 1 = 
ed 
es ee 
‘ ae * if co 
cree 4 | 
ew } ae 
yt aM 
ae a 
ae : c 
hi ws 
pre = 
i oon an 
pees, | i 
ean = one 
a a 
cust Greensboro 4 
deg x= a : B, is 
=| (? @ 
ia ‘Winston-Salem i 
bag: 4+ ees 
ao 2 
ae Np- Ocho . 
G $ PE 
‘ de . 
ae ~*~ ia 
a ion 
hs mt ay Chapel Hil ; a 
ie ; o | Low oa 
wag —* 1 0 a 
. DL ASD For boo Basic Pe 
J Po) b 
a Se 
ix Sontord ee 
oe u 2 
ae a * a 
i oie : ae 
te V a5 Martinsville, Vo. es 
a . - aes 
a =f DT vomit ve ¢ 
s Ae 
ere a 
<4 i Fe a, 
5 bare 8 
2 ba 
+, a : 
har ae 
25 p % we eg 
ae ir rae Pe aE Pe PNG a Oe ee > a eae soy : ee 
MER eae gk OS: CR ee 2 ae : Bee 
CPM Tn on Tag EN on ge Sat at 7a Se pecan aa eS a Bae es 
Sal ot ot GS. tr taciey +5 ey OH Pat take ie, ts AS s Bis | ie Be sce aa ee 2 eee a 
pas eit Sete oe et Sweat Kc ; oo oe eae ey ee ae ; ae : ; j as 
Sg. oS oe Soe Sees a ieee ang ny > et tee , ee a eo ERS ee os oa RRS ST Ire ie maar ae 
(OE ae ere ee ans Se oo ee va a aa eee ee eo ea A ae ae one 
a . ~ Eg Bae es 2h is Rotate - ee i. ae ae, he bee ae =. Seem, t 
qe aan _ CS ed ihe se nea io eel) ee rays > Pe echt ae 
oe gle: See ae en be rg Bs. at a a 5 Te Aan 
aa 738 2% Ce Betas ae: 


ets phy 


+e 


re 
# 


R 


t 


inspira 


= | 5 ee ue Ch Se a | Sa Bae OP a is ae: ie aan a Re aes 
va tae oe eo Jee eee ee oe Se a ph tere ei A) aie, Pe Sr!) ae 3 ao Ge ay ia ie eee te sane 
ae eee US SUE re ght al Recep it a Ye a es fe a a. wee.” ae a hoe gir. : 
ee | leer 2 emer i aa cage (ee oe oo eee a ; 
er * ae 3: a 3 ha es: oe ee RS Og ee id ls a f SS, a es a a d ot eek why ye ‘ Beit ie gH 
ie . ae oe : q % ee Sake Fi ae RI ee 
— a ee ee eee = 7. . ca ce _ Parsi oe I gee 
ia ’ a 7, a li ia | PRES Ces ay 4 7 % rates an 
° . ma. + BR RT eS ? : “ : oh 
ps F “ Pe : v ‘s 
‘ L ee ; . : re at Se : ig : > 
; 2 - : : ; . 3 e a ve epi se 
eed yer ch > Se mA « i , ; : ee e4 Ms ee « s ~ <3 
; ee * f ‘ 5 a $ ; 7% ‘ bar. rrar ta. ¥ yes : = ere WE I ae, 
: . . : ‘ (te. é e ¥ Pts uf * >i <a 
1. are . ee. ’ « OR . ‘ * P ve “ in 
° > . “ aa : 3 Se dex 4 § ome e2+ 
& | P . : $ ‘ee we ed he 
} * Pee « 3 a A ey 
j » : ‘ : ee = aM 
j : , aero 2A he TR Fen . EGR yeas *) . ; ie 
; ‘3 : ; ; S ‘ see ey * oe R ; . anes 
. ay er aed ; . at: Bo 
@ es 
i ed y Aas *. + i 
| ‘ x - * (nah '3 
, y : ad pa SE Pe ge ae sie 5 
j ¢ q4° $ : . $; . r : 
' , ; : ; 
| . : . . a Fe ‘ * f ii 
| « % Phe ‘ ely 4 
' > - . & Pa, 
Bs 5 tes nm j Fe ‘ < 
; 7 < * | M 
- - ¥ . =. 
’ tas 
- » « - 
gs 7 tao oc hag >, F Bes 
‘ Bs ne Fed x - o tines a 
TARE SP os ti SN Se itn ae 
uf : pe Sar aS " Ve am ER : : oh . ae 
| ‘ iia has 7 
eh. an, aad 7” Pet 
| a é. ee 
| ee j & 
~ : 
- P -. 2 
Ber peas eR. 
Ranke aes 
: aor 
° a 
. ' <a * ; Sy 
' ; aa ; ar | ae 
: a S Te hs 
: es be “@ ghia ie & o is Be is ae 
“NS Sas ae ME eB x % .—=* o 
ee > Te . 
| : ; ae, ; , Spies ; * 
“ % ; ; EY 
‘a Pa ‘ : < © ; ‘ be 
a - . - : “3 ») 
ae : 2 2 - & eae ee . oa 
' : P err se 
: , ae > ss an : aoe 
ao ‘er ~ owt = - bee 
4 i” Se toe of Oe . 5 alah la aS pass iy ‘ — 7 ee ee Ae thal ag 
3 ea Sree wt _ } * ° ae ‘ c « < 
fp ; See oS > aa Phiten x ‘ de ee . oy Aether cr emad tah 
a ».. , a ae fe ate ees > : . tte Rg Ns ofa Se 
; Rites ‘ 9, Mpeg este en: fr tg ar tes — i er 
: est Sie 2&* : ‘ + ge SI anata cae 's 
4 ate ee ey 2 a te 
> J : 4 rite ae peer >) Re eee 2M 62 
; Fh we : . : ‘ eee eS ha ei as 
i i , ogg. 's Teal iio Seem r sore. 
RES as a os eee rg ee ae 
- » F ae Pr * 1% me orate pi ng gta? a Ce * Sa 
i a - ‘ aise a “ig acne am Pe ‘od 
7 - ; “7 ae ae -_ my ma ae ie aa — ee gtr ora ee Tae ae 
Zé eee ‘ Fe sed ee ee teres ae | Sey ee a ane R; 
a - Pe oaied eae oe ca Eee foee . hath, oy 
4 Ree es - AL ss, ee, are oe Sean None re 2 A ies 
oa Roos « — ey ie aan licens ea re es 
Be J ae 1 oo es a: Ripka per 2 Ry. : 
3 J ee iE . a: Bisa | Do" ey aoe ae 
: 4 — 3 a ae Ree 2 BSS: clea aia Ss ae ‘ : 
a . = ‘ ee stan Co ore ae : 
t /- nf os , - a 7 ae ce. | oe feats — 
! <- oery e ee i. ae ar — ae sn Ae: : 
, °°. Anat ~ Oe sas oo a ee 
a. : sine 0 a Me ee — SA A a bog ae ae +f 
ie ‘ ” & ey oe ' oe ee Le =) a) -. s- NM o oes, 
ee os : Pes ee a Game meee. i ae a 6 pe eR Segre a apes. 
: % a L, a a ee bm: a Sore Te 2 my ae ice an aa en = = ie yaaa an ai . eee ee ee ¢ sf 
" ale Sie Ts i _— <i ee lat oa 1, Fs ue Coe ‘Saaee a : 7 | paete hee ae 33 sie ae oa eae 
lee, ae i > —— cae “TS ae ee op an nie F ae rag en ar. a Sg ee a LAs: 
as» mere aie = a 7 cgay oe © Ra ee, Se ree 2 ‘% a oe. = eM ci wesc eee Sead 
ae 2 Bie + ae s e oO Seen Rae ie. eae | ee is 2 a aon Par: £6, a Ree peace es, nea pt B43 
— ee i — tt a So ie Fae, ew Be ae — | bo ae a wwe fap gb > 
; - Sane: nee, Es has ee aay a oi ars Pe mM ae Ry Paes zs 
f | nn ‘a oo an ee : Be aa ge l es 7 See. eee tee a ee 5 ae i idee a LP a ae ao, ee 
a eae 2. a ea em” ae eee gees So ee ee ae. i ae eee eee, ry see - ad oh ne ’ 
ee Gee ‘sao ee . jee egg gs ee a ee 7a 
i 3 Cape ese ae ee " es eer a pe) Bs yep cima "ie i =) ae Ge ai ae oy Le Ge 
ao :* {cee ges a 5 Bee a (a se 4 CF ae aCe, ia! en © 5. |, ee, 2) ee Nee ae: 5 ae a en 
; 3 ed oo a oe a Bir te 7 oe ie AA SiG eee 0, a elie Ba ean ae ee ea PF 
} ud ee Mic Bey is eg a eee Pas A, oS — a cat Boe Ue. emer: oe: : “ag We 4 
j ™ wane Rater sate ee Bi ae i) Ua | aaa eer, ‘rat Se 3 x api en ey Ee Pe. ; 
ANS | <)> MI: ©, gl loa op SER! 3 oe ee, ee ie eee Sa aX 
} t bd eco. . * ee EM ol i ae ey eet ee e. ae ee ee ee © sare Aa 
es ‘y ee OS Taner Se a ee eh Dewi) 2g a ae re eg 3 =e aS aa = een la: * uma. 
| a ee vara Teg a ee > i oe ee . ee. a ej 2 ae aes : 
i Eo ant ee oe SRR ake ae i a, aed ee a me oer ‘Ua he ‘f , 
re P fi ae Pe oy Seal: oes ee erat ees 5, ee ) i ae: Serene ee sd ae 
| a ae ee awrgist Ue i . ace? ee oe Be ae oe : ay a ae ee fire 
Buh i ; >) sftan A: Se Mae ‘e ah Se ee * ae Po an” Ae PgR Not es Awe 
Se fhe ‘ a be ee Pee tay: pee ae OS. aa a ag hee ee: ‘a, ce ae a : 
i Ro pie ae ; eS Soe opi ohn: wate «<a ea ae : ee ee ag eS sae ; 
he A er — ll ee Aer. oo eee 3 (a PG _ a Re gh . ieee S pyaar) s - < 
«i pee eee eta 5 red a SESE gt 3 v et : ves pk ‘mee a ae i ee gp: ey “th, to) - es et 
ieee ea iy ve 8 en a aie hee RSs: oe oS oe s oe 3 “Sf pice 
RR =. "Ce a el ae ee a ere ke 
eee - {ae ae . ay Seeeaae ee, ca ae F < yee nS Pe a “a eco ‘ee ee Sal 5 : edo 8 
j ae a ES ate a _— BE fa vies Be ta ae a oe Se og Sab ees & ee mie uly é . 
ie alae 7 ne eo Ate psec |. eae lee =) B at bat ae a ee) meee eh “eat Be Begs ey ee ae freee 
US Ry aes pear as. . So Bias. a sa a be, a « Ste oS a x bod 4 ‘ a oe re Pec ae Se Sage 
Pes ee) ee ‘ Be. ce eS oe 2 a | ee cof oct ON og eke: 
er es Rees eee a. ee ee Cook SE as 
eee e (pee ae a Re a 9 ust, en rs) a f i > eae Reena. SC, Sideke tc Lar or a ease 
Th) i a Lo ae Me a cieereee ete: ; a, te, we a eS 2 same * ae Sop |) ee TD 
=, SS 0° ge ee eo % aie. ‘ie ie Be Z ne » ee > eae CES < icatene eka") a aac 1 : 
j Seen = _ 4 a ae * ee Sey eee Ba wi  -. ot 3 eee: i eames sae: a BS oe ; 
a oe eee a oes 7 ; Mt fc ee ate Bee “ Wo ix! ak Cath Teed ees ee eo, 5 
pe er a ‘DET eae ee ‘ a | fe re Sates Brack Fe ees 5 * a N 4 = hy. ote oa oe oa 7, {0 ae 5 fie t 
poe ie ne. Ge Bs Sco, A ge es | ee - ee ot ‘ a: en ea e 2 ee oe a eons 
: ee a Es Bice. a ee a re ae. > 2 eee Rw he os ee EN ae yo Sala ~S - ie eee 27 S025. hye 
es fe uae ean =“ “ ) | i ee ee ae be eee he ae 7-3 eae 8 Roe: Se ee tuk ae. 
a ae. ee. eee i a ae a i  e 
} Stee eee et. eee, a ae age ° ee pen Se ee Pa. 
i Yo eae ere : are. ae Be a ae OS Tei 4 ee Bes, 3 fete feet Sete i, 
mj = eee : | eee a J i Pe om * a ee ee me A . an eh: - a's ' ie es oa. gh ge : 
if ee ec) oe pees eg aig Le ‘ SS ae aa = oe eee - ee es eee pare ce Oe 
> Age ae a ‘6 ie 2 ae hide ¢ ie ae ee SS ee ee ec get + fe aye 7 ee, ish ae ee > ete ul ae ? Bae 
— ie; eee Sang ee a = a i oe tae Be ot Ye ice ke 2 a ae ec Se) a ieee amas ae | oe pe " 
ag aha ae a c, a tee ee ee i | fee, am eae ae eae c, 
an Re. Aa — 7 > ae Trae Me ee a Poo ee Se ae , 
Pr Seon to ae = a eee +. ot ae D> Sere . . aa ees ae Paes a s erie 
ee Re es an Ree ve cir fs ee cee . * ent = ee J eee et phi. a 
is oe ae <a ee Be ayy fo lon SRN) <r i Re et eae aa peas BD ey : Si 
& ae eae | <a ¢ a |? = a ae Ny Ry aoa pmeen . 0 ean — i et ees MS ee sod ee a ag 
Pige  | oe ee aa Rei) ae on as See Beet ees. ee 5° care - pagan, 7 es De ae rete 
eee cor jam ee a : oe i o.2 OR NS) ae ee ee ee 
a evi mee Sse = 2 ae was SOS ae ae ee c= eee re OS Pan 
a ae ee ae ae, Ree ae. eee Pe a ee HK ag bee + os i ae ee od 
igs - ate ys . a a cea eo ae ae he re LS alee = ir + oh A tae hace eu Benin ee ce =e Ne he 
me apa S ae a a : re ee i Ba sarap 2 ie er ae ne Bo rae: aay | it roa ios tee oi 
ee ae. ae ic. . Se lo ae A ne NS 5 er 
et ici ae 2 ae — A ; eee ag en! oe hes cv as Sul Se oa ere 
ee. goed pee ae aa Pest 7 el: eats a Ce 2 TEST ee a: : Ves me’ 3 ae Nee ea 34 oe 
j pee a ani be : aa eC ae ie ae pera : ae . a  .* ere x Sa ae 
aa ere hee pte cae, eg bo eon Ce Mer es renee ten iy s pape a | a io a ee aie ay, 
| E a far a oe 2s a “3 el iia Aa ah Ss Tae i 7 s EL im aa a: se any Baila 15 Fak, Sts 
Bet: pe Do Pa 8 4 beetles oa +t te mes . Fy eee et TR - ea 4) & 5) » “ ") ME i S; ad A 4 — 
' —— i Bice ee Po, - i 5 en ee Soe goes ‘a : es = ‘lea at ME ary Fe ae er, 
ca ae a ‘eer ee Pe ee eee 2 aed 
ae ee aa OE, —  . Be. 
eee i a a a 2 eo - eae BR | al re ; aan ae ee: a eee ‘ 
ie aR ge cc "Sa Ce ee Bl eae oa — a ee a Ne a 
nn Rt ee oR ‘eaten i ae ee - n? : Dee: SSS a eee 
aa a ey ee yO ae ee ee ee Ee a ‘Ss as i ee ae Wee eta . 
Pye ee 2 ae Me URE os oad , a. er ee 2 = eee eee ig x ae ES iis 3 2c . i 
oe ae ee oe —_ 4 cease i ge YE ee a ee ae Vat phe 
a ae —_ fee — ; ae te 4 Seay Oe ae he | ate Naren” a ne shi 
2 aes ee Ee ee 7 oe a dns, woes ea Be — Beet ai 5 2 en ee BAP 
rie a ae ee _ a ieee Bee en |S ee er a vis (a ee 7 a a <a 
De os, oe oats a a se cee Bee ae par 2 4 age a ee ag pes 
i at Peet fas ™ se 7 Fe, - eet <a ees 6 Seen: a ae | ee Busia eae Ca a 
ie a yee oo, ae NSS te Pe SS ee st tenes a ey aad \ a ee ve Oe gee oth 
fo, Be eae a Ps.  Sppeeee Core - ee te mn cab ae + ae eke ee eee aa 
Pic's ao oe SR ue Se ne Ege on) ae ig : ee a. eee Ae es ai or 
ane ee es. bee ee el eee es ER 0 a he die oes Ga ae SS a ae Pema 
F ie 0 uy re Cree ae Boies cre ie “yas shite : ad Reetee Fare 2 fg ae 
Bit: Spi 7 oak ‘es ee Spa ay ee = 3 a eR et pee 
aa : s a ‘ RC a: Cr Ws eS iS oh i a ae Saar Se - 
er, -sS Pins tee ere a Na an eee, Wo. te 4 ea 2) Se ees. vag : pa ee 
aye ye. i te Paes: eo 7 ae. 2 te ema: ae ee 
era a ><a ei . 8 ay” |: ar, eer ; ogame Pile tere = 2 ee ay vag hoe Ae 
eas a ies > ee a. a Sn weer: Ly BC al a OE ie ae a Perera: Pee: Ponta Fa * 
2 _Saee Ye a + aan eg eas iS Salers 2 = os o, Se eee, ame = —) an 
; aa a > Sr aa _—— el aie.” aba NE: See 2 e., x 5 ea Nees of 5 ahaa, et st, See: 
pia oe ne 2 aa a 4 | i Oe a a is Ae Si Re a ees: tale 
By ea: | a <a : a a i Pen. 8 mee * Pk Bese. 5. eee aa a Swe 
a Ra: (ee ee a s [a 4 oR de Se ® Caneel TENS 
a ey ee. Be fe : re SE ete ay Wei. pte se 5 ia ss Gon, y 
om ie asim aa oe fo ae oe ee oo - ee ae ene ek cree 
a i eon a: ae ee Re cea a fe “s E Soe eee: raat a ie 
am ee ia So Sal a ee a re eo : e eee Me ae he 
ps a bani ae 4 Ee Be”. Ral Ge oo ae mg ee Se = ome st Seg ‘ 
fe ! Desay: ae ‘ * : a ae et ieee = eam . ae ee nha 5 te 
— Pe ha yn See ‘aie i a Be “E 5; Aes. On a, GR et Phare * eh ER ea 1 So 
‘ee 7 * ate IR eae a : er es ao, ee: nee es e aes — Be re ae all 3a ae aoe a Bis 
ae Gare ee, Ss Aaa ee co Re i ee Baers : i i a mnie St ok aoe ae 
cue oe ie a Be , ae ae ae ee oo A eee ee ist 
egal eae rae a ee PG ig rouge a AS Sc, Sa Eee Ms 3. an . a eee ee se, et ot a ee a ao} 
eee SOLS 515 ee ae ae. eee iene (a > ie betel So eeeceamncs ~- ee igag! 
ie, NTS ee ak aac “a Seat eee?) -- Seon ee ——- ae ae Pe) Pais 
fel -Y are Maa a epee atin pCa 7 eh pre ee oo a Sa fest Sa oe RAE = ii ae é 
: ee ene ‘ed: os ae Wiagihe | < ae ah eis eee oe } = ioe : Sy aoe puny) 
eae i; ee I ee ht E 4 Pores ee ae arr. ee ea fie ntact MS Pipe ae 
: ee a i cine tea ag _ ott et Si ae ie say hte 5 ae ene” Pee our é ; 
eee =n ee cae a: 60) ce ee on ae vs ghee aig oe eee nol 
ie nage! ta® Sat eee ieee Jes E% a ene a Peele ae ST a oe re a Seine sew tse ee 
ae Pe eer meno ey > ee ae ABs Lt ee — ee a, ee. vee, he See Hae Fae 
i= ee 2 Eo ee Ree area ee 73 ~ i ee a i ae ae es * : a eo i= Birk 2 me Peer ae es ee 
eee aa = meer. eget Bae: re a in aa bale 4 Bed kk | Mie pe a t an tei | uc eee gogo 
ee, eh ee ae ae tir ok r,t Rta eet oe "E ie 2 oe na ai ee Pee oe Rad 
pu pee haa Sa Ripe ve & ce Dea co a Bes ee Pa Sis = aes is. ay (a 43 i ral a o- aan ee ie bee E aie Ee pee 
oa er a Se eee 2 as ej . , oe ig ede a rn es eal ; 
a E a8 a aa as eG “eae s iem - ry  - ee CANA San Res a es 
eee a ea eee Lat Pe a Re eee Sree” amma 2 he a ied ‘Pg Sl; ; 
: Seog q eae Me ats > : a Si coe. Set 4 . 
ae “= 3 e. i 2 oe eee Ss) fy Oe al mo ‘ > ae Re cum ok 2). Ne maa = Re) 
a tem F a ie — | ae tea 2 [2S eee r ee eo Eo oe) SiGe haa ii 
sa ae a a es ee Sy Bere igh eer i) "ap ae es Se 
ae oer A a Ree eae ied a ) aR ae : es oom ee - ery ae sores oe sah 
a eon | Je: fa a ee 5 ee fe poke 
“| ria : Lee , ee con eee oe ae Pos ol bates 
ees. es ae Be > | yheeeS i. Te ata | 5 ce 2 ee “Ge ety eg 
ae eee ee a oe iy ia a oe oP Ti 
i aA Boy 06 Ce * SSS os 7 i sa ety _oatg Py Been = eee Pe ae Ho as 
ae eet eg | ee Eke ae ie oS es eae ota: ee aie ORE es ap oo ae 
ie ‘eee gi ee Le oak oe > Se eet ae ae Bees fo ae belies ate eG ie 5 par : 
Bei Sos oe es ae a oe Lo rr oe 3 he vate oe) ey ae 
cS 3) ee 7 . ce Aaah ieee ; ee nS ia aes . "ae ean) eae iige ats le 
_ Mey ce > : a ee ee ae eee a ie i aa. a. i> at ig 
as 3h ee ‘ m ia ot al il ee ome eg 8 Ber io. pe tate Toe rie a 
oe ea 7 Be ee a ) 2 oS ee ees ae ae <oeo tet Pe ier, ¢ 
ee te ane = a tas gE Se ; < aoe ee ee. pic Oe Fgh: } 
ee ea . * te Bee << ge a ; ae i “hoe e. ? Eee =<) at a EN 
Bex a - TE ie > ieee oo. Joa os) Beep ey igs eit 
a a ae - Pye. ch A — a ie oa ae 
a eS Se ae a gg ge > ee + i ane = tly Git ao “1 Soo ery). ee Se A a ere eel x 
iy ot ae 2A ae 7 Be = eee Pieracrertres = ae re Ra Mee pe PRE ce: 
“ait Dea . aa a a os 0 ae ae a Sin eae ae ch ey eles Atiees Choa. a Nee ea te ae 7 ah 
Oi ie, ca a 3 a a BREE: ae Pe, so as ie Be he ae 
ee ee ban Po te ee ae ae —) ae Bee gs ane 
ha eet E ges ee. | le es. ae ee pe Aa 
nae ie ‘i ae ; ue Ce ae ees “ogee ao Pe a 4 io ee eye 7 vig ; 


October 1956... 


“| THOUGHT YOU WOULD LIKE TO KNOW 
THAT YOUR MAGAZINE IS GOOD” 


No matter how painstakingly a publisher re- 
searches a new field; no matter how deeply 
rooted his instinct for a new reader need; no 
matter how much confidence he has in his edi- 
torial manpower . . . there is always a period of 
breath-holding between the announcement of 
a new publication and the eventful moment 
when Vol. 1, No. 1 rolls off the presses. 

All right, we’re breathing again, thank you. 
In fact, the air seems more refreshing than ever. 
As this communique is being penned, the first 
issue of MissiLes AND Rockets has been in 
subscribers’ hands long enough for them to 
read it, react to it, and tell us how they feel 
about it. And of all the kind words, the homely 
ones in the headline (from the president of a 
well-known components producer) please us 
most. Still, you’d like to hear what other folks 
(from all over the field, names on request) had 
to say, so read on... 


ee ee 


“You folks saw an opportunity for service and 
moved in on it and you deserve a fine reward.” 


“At last the burgeoning guided missile industry 
has a voice.” 


“I feel you have done a wonderful job in bring- 
ing forth an excellent business publication in 
so vital a field.” 

“I especially enjoyed the News Section.” 


“The magazine has a freshness and yet a 
thorough technical makeup.” 


“It carries the full message of the new Aviation 
of Mid-century mark.” 
“It is newsy, colorful and factual.” 


THE READER KNOWS “A RIGHT THING” 


MissiLes AND Rockets’ initial circulation guar- 
antee was 13,001 — to be converted to all paid 
as soon as possible, slowed down only by rig- 
orous selectivity as to quality. The first circu- 
lation mailing went out early in July. By 
November lst — 6,600 paid subscriptions on 
the books! 

The response has been extraordinary, even 
to an old veteran like our circulation director. 
Subscriptions have averaged 50 a day. The high 
for a single day — 393 orders! 


Where are they all coming from? From mili- 
tary and government, from airframe, engine 
and components manufacturers, from key con- 
sultants, major factors in fuels, chemicals, 
materials and metals, specialists in research 
and development. Top personnel, inevitably . . . 
no magazine ever found its own natural high 
level so spontaneously. This wire is the sort of 
thing we mean... 


“Place our order immediately three 1 year 
subscriptions to Missiles and Rockets.” Signed, 
Commanding General, Redstone Arsenal, 


Huntsville, Alabama. 
A HIGH STANDARD ...A HIGH PRICE 


In setting circulation policy, we decided on an 
all-paid circulation and a subscription price of 
$8 a year .. . anywhere from 60 to 200 percent 
higher than the conventional subscription cost. 
Both quantity and quality of response confirm 
every conviction we ever owned about the need 
and future for Missices anp Rockets, that the 
timing and judgment of American Aviation 
Publications in pioneering this new venture 
were right on the button. 


A SUPERBLY QUALIFIED EDITORIAL TASK FORCE — Top editorial 
direction by Bob Wood, pioneer in aviation journalism since 1938 — with direct 
responsibility for “getting out the book” in the hands of Erik Bergaust, rocket 
and missile authority, author, leader in American Rocket Society activities. Next, 
a staff of specialists in all phases of the field — engineering, astrionics, military, 
manufacturing, international, backed by the unrivalled news, economic and re- 
search facilities of American Aviation Publications, Inc., the editors of American 
Aviation Daily, American Aviation, our other aviation news services and period- 
icals. And, finally, for editorial guidance . . . an Advisory Board of the world’s 
leaders in rocketry. 
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Ist 8 mos.. 1956 


Ad Age} 271,194. LINES 


BUSINESS 
~ PAPER : 
ieee. 
—. NAGE... 


43,106 LINES 


73,542 LINES 


Paper “E” § 7,406 LINES 


Among Advertising Journals, Ad Age 
Ranks First With Business Paper Advertisers 


Until a few years ago, advertising for Business, Industrial and 
Trade publications among the five general advertising and 
marketing papers was fairly well scattered (excluding Industrial 
Marketing which specializes in this field). In 1946, for example, 
Ad Age carried only 400,190 lines; Book No. 2 carried 462,756 
lines; the three others divided 270,088 lines, 


lst 8 mos., 
1956 vs. 1955 


Loss | GAIN 


> 


Ad Age 


.- GAIN: 
and LOSS in 
BUSINESS 
PAPER 
LINAGE 


Since then, a major trend began —and look what’s happened 

now! In total linage for this classification appearing in the five 
general advertising-marketing papers, Ad Age’s first eight months’ 
figures have shot way out in front — in fact, to show 21.9% 

more linage carried than the next book! 


—6,412 LINES 


—7,546 LINES 
Here, again,is dollars-and-cents evidence that the trend to Ad Age 
is growing on all fronts — that AA is the medium for effective 
premotion to the advertising and marketing world — and 

that the advertisers of business paper media are 

getting the results to prove it! 


—11,158 LINES 


~ 


ahem HOW 


Re dine 


The above business paper linage figures are revealing — but 


you'll find Ad Age’s leadership showing up wherever 


you look. Paid circulation, total readership, total advertising 


carried in all classes and in major individual segments 
are all among Ad Age’s firsts. What’s more, those leads keep 
growing month by month and year by year. 


CIRCULATION 
GROWTH... 


So, if you have space, time, products or services to sell to any 
part of the advertising-marketing field, remember that 
your promotion is running in front—reaching more important 


readers, getting more intensive attention, attracting greater 


response — when it’s running in Advertising Age! 


“Average total paid circulation, A.B.C. 
Publisher's Statement for six months 
ending June 30, 1956. 
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Brewers Win N.Y. 
Price-Fixing Case 
on Technical Grounds 


New York, Nov. 28—A $1,000,- 
060 suit for damages and a plea 
for an injunction against alleged 
price fixing brought against six 
major local brewers was dismissed 
yesterday in the New York su- 
preme court when Justice Henry 
Greenberg ruled that one of the 
plaintiffs, a trade association, could 
not bring action in the matter. 

The suit was brought by Car- 
ney’s Bar & Restaurant and the 
United Restaurant Liquor Dealers 
of Manhattan, which claims a 
membership of 1,100 bars and 
grills. The suit was brought to 
knock out a price rise of $2 per bbl. 
of beer which went into effect last 
August. 

In his decision, Justice Green- 
berg said, “It may be that all beer 
licensees, including the entire 
membership of United, have been 
affected by the alleged illegal fix- 
ing of prices, but the right of ac- 
tion is an individual one.” 

The action is expected to be 
reinstituted. 

Defendant breweries are: Lieb- 
mann Breweries, Jacob Ruppert, F. 
& M. Shaefer Brewing Co., Piel 
Bros., P. Ballantine & Sons, and 
G. Krueger Brewing Co. 


Hires to Market Ginger Ale 
Charles E. Hires Co., Philadel- 
phia, maker of Hires root beer, 
plans to market a ginger ale be- 
fore next spring. The ginger ale, 
a less seasonal drink than root 
beer, will not be sold under the 
Hires name, but will be called 
“Prurock.” The company has 
also developed other drinks in- 
cluding orange, grape and cola, but 
has no immediate plans for push- 
ing them. The ad program for the 
ginger ale is Me prepared by 
Hires’ agency, W. Ayer & Son. 


Elliot, Jaynes Names Segal 

Elliot, Jaynes & Baruch, Chi- 
cago agency, has appointed Alan 
R. Segal art director. Mr. Segal 
formerly was art director of Bauer 
& Black. 


ABC to Use Warner Studios 

American Broadcasting Co. 
plans to film some of its tv shows 
in the Warner Bros. studios in 
Los Angeles. Present facilities of 
the movie maker will be made 
available to ABC tv producers and, 
in addition, new cutting rooms, 
offices and projection rooms will 
be constructed to accommodate tv 
projects. Live ABC-TV programs 
will continue to be produced from 
the ABC Television Center in Hol- 
lywood. 


Blankenship Forms Company 

Dr. A. B. Blankenship, formerly 
vp and research director of Ted 
Bates & Co., has formed Albert B. 
Blankenship Associates, 550 Fifth 
Ave., New York. The new com- 
pany will offer marketing research 
and consultation. 


Wilkins Joins ‘Redbook’ 

Russ Wilkins, formerly with Na- 
tional Advertising Service, has 
joined Redbook’s “Tops in the 
Shops” mail order section. 
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The Only Exclusive Gas Heat- aa 
ing Magazine for the Dealers, 
Wholesalers, Gas Utility 
Heating Men, and Manu- 
facturers who have Equip- 
ped 8 Million Homes with ¥ 
Central Gas Heating ond 

20 Million Homes with 

Gas Water Heaters. ee 
Write for full fects: 


2W 45th'St. N Y36ON Y 


Which One Gets 


the Idea Across... Better? 


The Moving Finger writes; 
and, having writ, Moves on; 
nor all Your Piety nor Wit 
Shall lure it back to cancel 
ha!faLine, Nor all your Tears 
wash out a Word of it. 


The Moving Finger writes; 
and, having writ, Moves on; 
nor all Your Piety nor Wit 
Shall lure it back to cancel 
half a Line, Nor all your 
Tears wash out a Word of it. 


Once you’ve printed your advertisement or message, 


it’s printed! If the typographic job is dull or sloppy, 
you’ll never know what results you might have had. 
Advertising costs money. And that’s why the creative 


approach to typography as practiced by the ATA is 


really an economy. Creative typography costs no more. 
It pays back more in results. Send your next job to a 
member of the ATA and judge for yourself. 


It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. . 


Executive Office: 46] Eighth Avenve, New York City 1. Glenn C. Compton, Executive Secretary 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. ; 

The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Company 


BUFFALO, N. 
Axel Edw. Sahtia Typographic Service 


J.M A peedscho, Inc, 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


The J. They. W Bond Company 


CLEVELAND, © : 
pod _— Blinkmann, inc. oe 
Seelis Typeetting Co., Inc. 


COLUMBUS, ©. 
Yaeger Typesetting Co., Inc. 


The Thomas P. Heriry Co. a 
Fred C. Morneau Co. a 
George Willens & Co. ‘4 


IND. 
The Typomaphic Service Co., Inc. 
KALAMAZOO, MICH. ff 
Claire J. Mahoney ‘eg 
MILWAUKEE, WIS. es 
Arrow Press 


MINNEAPOUS, MINN, f 
Duragraph, Inc. a4 
NEW YORK, WN. Y. MS 
Ad Service Company 


Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 


Artintype, Inc. 
Adas Tes Leng me ie. 

ypographic § , Inc. Pets 
Central Zone $, Inc. ae 


The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Li sy mode murvete, § Inc. 
A. T. Edwards Typography, | 


Graphic Arts Typographers, ior, e 
Huxley House wee 
Imperial Ad Service ; 

pes mocrt Tyron J eg A Corp. i 
Master T. on 
eC . 


Frederic Nelson Phillips, Inc. 
Philmac Eyooeoeet, nc. 


Royal T: 
redeick We Schmid, I Inc. 


Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 

i Fypogaphic Craftsmen, Inc. 


oor § ic Service Co. 
\ Vanderbil ne ee teecoephe, Inc. 
Kurt H. V 
NE N, J. 


Barton 
William Patrick Co., Inc. 


Walter T. 

Alfred J ee, : : 
ve Com tion 

Trepenphic =. Inc. = 


PORTLAND, ORE. cp 
Paul O. Giesey Typographe: oa 
ST. MO.~ ' 
Warwick Typographers, Inc. 

SEATTLE, WASH. 
Frank McCafirey's - 
TORONTO, CANADA 
Cooper & beatty Limited 
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| serene BALTIMORE, MD. 
The Maran Printing Co. . 
BOSTON, MASS. q =7 
| The Berkeley Press : 
Machine Composition Co. 3 
a ae — | 
| a 
a a 
DALLAS, TEX. % 
ee Jasent:Chiles Stovall, foc. | 
DAYTON, O. Pa 
Dayton Typographic Service Be 
DENVER, COLO, ; 
The A. B. Hirschfeld Press EB 
ee __ 
| How to produce 
PRINTED 
DOCUMENTS 
THAT 
RESIST WATER, 
GREASE and other , 
! What would you do if you 
' had to produce a _ service . 
i manual that must resist wa- 
i ter, grease and other threats : 
; to ordinary paper? 
} Food Machinery & Chemical 
Corp. turned to plastic 
rp. paper 
' to solve the problem. 
i How they did it—the unusual 
j characteristics of plastic-im- 
pregnated stock—how you pe silTl py 
can use it—is told fascinat- fi 2% 
ingly in the big December is- R Ds, sail ‘a 
sue of ADVERTISING RE- = 1 
| page 77. Don’t miss it! j =% - 
Each issue of AR covers ad- \ SE J 
vertising production, promo- Ny : 
| tion and merchandising—all nes 7 
| the things an adman must do 
except buy time or space. 
a or tg Fe a os, PHILADELPHIA, PA. ‘ 
} ttach y 
t check, name and address, and 
| mail today. 
' Your year’s (12 issues) trial 
; will start with the big De- ee 
; cember issue. 
You must be satisfied, of 
course, or your money back. 
. Advertising Requirements 
' The Workbook of Advertising 
: Management ’ 
\ 200 E. Illinois St. Chicago 11 & 
a oe ae a eee a es eo ae i ge: ia ee ee 
Mee EO _. a eg ee , eng ae cee rs 
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REACH THE B/G spoRTSMAN'S MARKET 
THROUGH 


EXCLUSIVE 


By An Ace U.S, Agents 
HOW | TRAPPED 
TEXAS’ BIGGEST 
POACHERS 

BONLS MINNESOTA 


WISCONSIN 
MICHIGAN 


18 PAGES 
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IN ADVERTISIN 


In 1956, more advertisers used more space in Field & Stream than in 
any other sportsman’s :nagazine. Advertising leader for 46 consecutive years! 


IN CIRCULATION 


Highest circulation in Field & Stream history ...941,904 ABC net paid... 
136% increase since 1946... Bonus—18% over guarantee. 


? 


IN DEALER IMPACT | 


Dealers, by more than 2 to 1, name Field & Stream the most influential. 


No other sportsman’s or man’s magazine can make thai claim. Ask to see 
oar latest Dealer Survey. Better yet, let us make one among your own dealers. 


IN QUALITY — 


Editorial staff reads like the Sportsman’s All-American. Every writer and 
artist is a nationally known outdoorsman and accomplished journalist, 
read by millions because their writings ring with aceuracy and authenticity. 


IN RESULTS 


Advertisers get better results in Field & Stream than in any other 
sportsman’s or man’s magazine. Write for your copy of 
Field & 
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tream’s success siorics. 


oe 


24,917,000 sportsmen—one in every 
third h hold—spent almost three 
billion dollars ($2,850,979,000 ) on 
fishing and hunting in 1955. They 
drove 10.4 billion miles and en- 
joyed 566 million days in the field. 
(Add to this the $1.1 billion spent 
on boating and you have a whop- 
ping $4,000,000,000 market. ) 

These startling facts emerge 
from the first nationwide economic 
survey of sports fishing and hunt- 
ing in the U.S. by the Fish & Wild- 
life Service of the Department of 
Interior. 

Here is animpartial, government- 
sponsored survey that gives an ac- 
curate and compelling picture of 
the vast sportsman’s market. For 
your copy, write to Research De- 
partment, FIELD & STREAM, 383 
Madison Avenue, New York 17,N.Y. 


*(FieldsStream 


AMERICA’S NUMBER ONE SPORTSMAN'S MAGAZINE as 
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If you think 
you have 
the best, 


show it by 
the best 


Skilled operators of the imported Klimsch Camera 


In presenting your product, illustration and 
sales message to customers rarin’ to buy, the power 
and purchase appeal of fine photoengraving 
reproduction and relief printing has yet to be matched. 
But even the best of printers, publication or otherwise, 
can do little to improve on poor engraving material. It 
is expensive folly to print on invaluable white 
space with anything but completely trouble free plates 
whether they be color or black and white. 
Hutchings & Melville instill a feeling of security 
in their customers by making engravings that 
SELL AT THE POINT OF IMPRESSION. 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone: EAstgate 7-9220 


4 Color Proofing Presses 


Meldrum & Fewsmith 
Is Top Winner in 
Cleveland Contest 


CLEVELAND, Nov. 30—Meldrum & 
Fewsmith and Palm & Patterson 
were the big winners among agen- 
cies in this year’s advertising per- 
formance competition sponsored by 
the Cleveland Advertising Club. 

Meldrum & Fewsmith was 
awarded seven different plaques 
for sales-producing ad campaigns. 
Palm & Patterson Inc. won five. 
In all, 27 plaques were awarded at 
a special club tuncheon here to- 
day, winding up the eighth annual 
ad competition the club has spon- 
sored. 

Basis of the awards is the per- 
formance of advertising rather 
than the excellence of its execu- 
tion. Entire ad campaigns (Cleve- 
land-prepared) are submitted as 
entries. They are judged solely on 
how well they meet their stated 
objectives. The objective of this 
type of competition, the club says, 


FLINT, MICHIGAN 


Michigan's fastest growing "BIG CITY” 


Think of the vast market commodity possibilities 


“In the entire world only about 100 cities 
have that many phones. And Flint is add- 
ing them everyday. In the past 10 years as 
many telephones have been added to this 
market as in the 68 preceding years. Nine 
out of every 10 Flint area families have 
telephones to work by, live by and do 


business by. Yes! The Flint Market is a 


THE FLINT JOURNAL—“FLINT’S ONLY DAILY NEWSPAPER” 


NATIONAL REPRESENTATIVES: « 
uperigt %- F687, Brice McQuillin, 


pichigon 


THE BAY CITY TIMES = THE KALAMAZ00 GAZETTE 
THE SAGINAW NEWS — JACKSON CITIZEN PATRIOT 


great one. Recognized as one of the bright- 
est spots in the nation its sales potential 
opportunities are far above the average 
for almost every commodity. It’s a market 
you can’t afford to ignore. And it’s a 
market you can cover for one low cost if 
you advertise in The Flint Journal. 


ISPAPERS 


THE ANM ARBOR NEWS ©THE MUSKEGON CHRONICLE 


H. Kuch, 240 Madison Ave., New York 16, MUrray Hill S-2476, Sheldon B. Newman, 435 .N. Michigan Ave, Chicago !1, 
St. San- Francisco 3, Sutter 1.3401, Witham Shortli#, 1612 Ford Bidg, Detealt 26, WOodword 1-0972 


Advertising Age, December 3, 1956 


is to develop means by which ad- 
vertising performance can _ be 
measured and reported to top 
management. 


® Judges of this year’s awards 
were H. T. S. Heckman, Harris- 
Seybold Co., chairman; George W. 
Head, National Cash Register Co.; 
Ray Winship, Fortune; Irwin A. 
Kuhn, Cleveland World Trade 
Assn.; John B. Babcock, Associated 
Business Publications; J. O. 
Kamm, Cleveland Quarries Co.; 
George L. Staudt, American Mo- 
tors Corp., and Robert E. Harper, 
National Business Publications Inc. 

Following is a list of winning 
agencies and the accounts for 
which the winning campaigns 
were developed: 


Meldram & Fewsmith Ine.—Durkee Fa- 
mous Foods division, Glidden Co. (two 
awards, for Melvo shortening and for bak- 
ery products); E. E. Meyers & Bros. Co.; 
Seiberling Rubber Co., Tinnerman Prod- 
ucts Inc. and Glidden Co. (two awards, 
for chemurgy division and graphic arts 
finishes 


). 
Palm & Pattersen Inc.—Century Prod- 
ucts Co., Davey Compressor Co., Galion 


Griswold-Eshleman Co.—B. F. Goodrich 
Chemical Co., B. F. Goodrich Industrial 
Products Co. and Farval Corp. 

& Stashower Inc.—John 


MeCann-Ericksen Ine.—Standard on Co. 
(Ohio), (two awards, for Premex motor 


Wyse Advertising Agency—Stouffers 
Frozen Foods. 


Cleveland Electric Ileminating Co. 
also won a plaque for an ad campaign it 
developed for itself. 


Toastmaster Plans Promotion 

Toastmaster Products division 
of McGraw Electric Co., Elgin, IIl., 
plans a Christmas promotion to 
help retailers increase their Toast- 
master sales by tying in with its 
national ad program. For the pur- 
pose, Toastmaster has prepared a 
Christmas promotional kit which 
includes display material, sug- 
gested newspaper ads and a plan 
book including instructions and il- 
lustrations, radio spots, direct mail 
material and a suggested tele- 
phone sales approach. 


‘Edmonton Journal’ Rates Up 

The Journal, Edmonton, Alta., 
has raised its commercial display 
rates to 29¢ per agate line from 
26¢, according to its Rate Card No. 
19, effective Jan. 3. Classified rates 
have been reduced from 30¢ to 29¢ 
per count line per day. The Jour- 
nal has installed a new color cyl- 
inder on one of its units and can 
now give spot color on four pages 
on any day of the week. 


FARM EQUIPMENT RETAILING 
wAS: EXCLUSIVE 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Are you getting your share of the $161,000,000 Greater Philadelphia 
families spend each year for drugs, cosmetics and toiletries? Make 
sure. Start your selling in the home through the advertising columns 
of Philadelphia’s home newspaper—the Evening and Sunday Bulletin. 


The Bulletin packs selling power throughout a market noted for 
its buying power. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin is 
Philadelphia’s home newspaper. 

Now—R.O.P. spot and full color seven days a week 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 
Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta + Los Angeles + San Francisco 


In Philadelphia nearly everybody reads The Bulletin 


Se 


MP abe ie fe ek: Ve 


ee hepa ek Gs ae 
S hee a Rape, ae = Ms i ae 
ee ae a aa ae > he retina 
Poe ee Bie _ or. chemi tee eo i ced epee. Bey 7 Dens one i ee ee eS eee ee rm -” ae —_ 
es.) oe os a oe Kea ae Be 0 Slee Teepe ae ieee 7 ala 5 Faas ie Ps ieee : se is ae re. a 
i eu Te 8 jor og aaa — ee. ee ae ae ee a . 2 ae 7 
ol eel. coca ~ ogee neal et ee eee Be. a ei eg ae ae Ree 
‘ + lp ‘ ee ee Cee 
Pe aes jt 3 {tiie ae Ane 
rah “tg Na 
= 
Sie 
i 
‘ . a 
In Philadelphia, buyi begins 3 
yl gins al home | 
a 
ta, ee oe 
oon hepa oo sa aeaameas % 
es 
fee Be es ane ee ee 5 
backs a Be eS : 
A Te Se es Le . 
if a en ‘ 
I ge tg ue ae £ 
Te ‘he ea * A te ae a4 
oe 5 “Tae ‘ 
et ie " = 2 
a ae ae 
€ vt —— 
7 aia Tea ass y 
a cee | 
‘ et ra: aa g 
See Wakes by od os Rr “gee 
», a See eae 7 oe — 
fe ea ee Preis 0 > ae s | 
: 4 ee eee 2 i ae 4 
k it 4%. 4. See 4 
a 2 a ae Ge: Se Se: 22 i¢ 2 on - , 
i = oe 7 tee foe ae aan 4 ’ : ; 
é ee oe yo Se Ye wo eo a ‘ ™ ‘a 
Es 4 oy ae ay. eee Ges oe 7 5, la $y a 
a ee Fis Pi: 24 ee % a 
ig Beh Pees a Be lees: 2 ae els e . —_— 
, ene Pace Ee dee j tial % 
a BoA ts Edipaatey =. ne jeep ‘e : 
obey wi eo ee oe: ee 3 . “J 
r 3 : é 
Peto eed i a : 
% ee a ee . 
a ; - aa eae r ,, ; 
f hag cael 2 f 
fea 4 
; 4) 3 : 
, tied 2 ~ 
eo - ee ig wt & os 
y ee gh ‘salle . . we ~s 4 
ge Cee . eG | bt 
ees tie 5 ae s 
eer. Se oo og : 
. a ae gh oe “ a : 
* sp - aS : oe) : a 
eS a ee oe ee: : 
Ls 4 a fe rus 
* ; Kn? 2 “ “Ie: é ee. ee i q 
ae ae »\ es a 
; Es : ee Pe Bie se ee 
-_ en Sees i EE 
ea Fee ee of : Rag i ; 
a <> See A 4 7 Si Wy “Ste ae : : 
- i ae VAS eh ME, ee : 
ee eS a oe ae oo MS ae ao a 
o - * an cro, 9 DS yc A hae ‘ 
| wy... lhlUlDlUOUee | 
H = - aoe ‘ a 4 | 3 
’ aps re ae a 
j - et a .* 7 vs s “na 4 “4 - y ~~ 
$F: wk 7 7 ie oma 
1 ree Rc gti. oo ES : og iti “ 
t som eo: % oth 
ed ee A a 
; ee ee ee oy é é 
9 . ot Ee oe ; 
: ae . eS ” Pe 6 
° io es 
« *, ~ ~ 
ail on oe ao x 
ae Fo : 
— : 
a | 
ne 
Pairk) oe Sy ae ee, ae ee sy aalienien ee 
ay. ae es ek ee gs ae te ae: es Eo ee * a 
ae oe 4 eve a ab. 
§ * » eS « € ied 
res & ‘ Pr % a bt 
ag *, “ . gt Be — - . 
bent ee sf ho : 
eo i ‘yi 4 . ‘ Re me 
es = ee. . . ~ 
' cae y Se ae aie shi: ‘ 
j ok ee ; ge a 3 
‘ ... oe Was es ’ 
og eo oe a i ae nS ae 
e So Situ he 
ee a ia ees / ek &l; 24 : 
ing ee — | 3 ee Jt. Re 
— + viv aha a e gee ee a) z x 
Le ae a 
ae: = ais 9 Sate * Gis ain Ce 
CE ek ce aie By a af ata a : 
— Ser ie heen oes eed y ser oi = 
Bi a Mee ar 4 & Pid : 
a Si. 9 ae ey z » > ‘ 
é Se - oa “= a) a” ‘ 
: e ae » eS , oa a wit 
: oe. Ca So a 
# Ree a ie a ue fae tim 6 z R 
' ee Lene. 
H bit a ey - WE ro een te + T. 
; a : ; ne ; 
; p x id oan ee ts {* 
D> ‘ Pe E Ki c9 ee Bee's ‘Ta 
\os , i iP ; Cee +3 a : 
f : | oa 4 P.enes A r 
: it 9 4) Se ie 
j ar : _ ; 
ke a any eral 
ee eres ig Mae Ce ae 
ots Wa, pea, = % Hight : 2 4 - 3 Pek 
| ee | 
; : 
_ A” 
pe Rae) ns ee i --. ae = ee ; ee ee ce 
a Reet fe 105) Bos) aM ‘a8 a Se eee ee ‘oa a % a ies: 3 ae, begs «ye eee 
ci: |! ee Re aes ete eee oe ial ann a Se a Ae SOS ae bape TR a San > 
ae ieee 3 tos ae. aes ae: oe. Pe ae Feige : © iS oe Ss 
- ae oe Oe eles. a rr Bae 
i ae nee, oF <a i 


34 


Communiscope 
Leads in Wrong 


Direction: Stone 


Starch President Says 
Playback Fails to 
Record Ad's Effect 


Cuicaco, Nov. 27—Daniel Starch 
& Staff not only has “great reser- 
vations” about the value of the 
Communiscope technique but also 
has very serious reservations about 
the value of playback techniques 
in determining the selling effec- 
tiveness of advertising. 

Howard A. Stone, president of 
Starch, bluntly told the Agate 
Club yesterday that his organiza- 
tion is convinced that it is im- 
possible to measure exposure to 
advertising and the influence of 
the advertising on those exposed 
to it at the same time; and that 
therefore the Communiscope de- 
vice is “moving in the wrong di- 
rection.” 

The Communiscope is a projec- 
tor with a built-in timer, whose 
use in research was outlined to 
the Assn. of National Advertisers 
last month by Sherwood Dodge, 
vp and general manager of Foote, 
Cone & Belding, New York, and 
chairman of the Advertising Re- 
search Foundation’s committee on 
printed advertising rating methods 
(PARM). 

Mr. Dodge told the annual meet- 
ing of ANA that both Gallup- 
Robinson “impact” studies and 
Starch’s readership techniques are 
inadequate to do the job advertis- 
ers need today—measurement of 
what printed advertising does to 
“the minds and memory of its 
readers” (AA, Oct. 29, Nov. 5). 


@ It was precisely on this point 
that Mr. Stone reiterated his op- 
position, insisting that Starch re- 
search over many years has shown 
that advertising exposure and ad- 
vertising’s' ability to influence the 
reader or viewer in the desired 
way are separate and distinct, and 
cannot be researched together. 
The PARM findings, Mr. Stone 
said, demonstrate that Starch read- 
ership techniques provide a satis- 
factory method of determining 
advertising exposure. Therefore, 
there seems no reasonoble reason 


CC 


FAMILY AFFAIR—Hills Bros. Coffee is 
introducing its new instant coffee 
in California with this two-color 
newspaper page signed by five 
members of the Hills family who 
are active in management. N. W. 
Ayer & Son is the agency. 


for changing, since a better meth- 
od of determining exposure or 
readership has not been suggested, 
he said. 

Attempts, via the Communiscope 
or other methods, to combine ex- 
posure and effect of the ad on the 
reader are dangerous, Mr. Stone 
insisted—and are made doubly 
dangerous by the fact that play- 
back is not a gauge of what the 
ad has done to the reader. 


e “A single ad,” he said, “can 
create acceptance for some people, 
resistance for others and indiffer- 
ence for some.” The reason is 
that “seldom does a reader bring 
a blank mind to the reading of an 
advertisement. His impressions of 
the product or the company may 
be incomplete, incorrect or down- 
right wrong; they may be emotion- 
al rather than logical; but never- 
theless they are there. 

“So reading an ad is a two-way 
process. The ad brings news and 
information and emotional appeals 
to the reader, but the reader brings 
something to his reading of the 
ad, too.” 

Research into efforts to measure 
the effect of advertising on read- 
ers has convinced the Starch or- 
ganization, Mr. Stone said, that 
“it is essential to minimize the role 
of memorability. It cannot be as- 
sumed that the reader who can 


com-muni:-ca‘ tive” 


is the 


Sf 


ald 


* 


word for the Newsweek reader 


ed =, 


com-mu’ni-ca‘tive , adj., Inclined to impart or 


communicate information, ideas, etc. 


The Significant Magazine 
for America’s 
Communicative People 


|play back the contents of an ad 
has been favorably influenced by 


* |that ad; nor does failure to play 


|the ad back prove that the ad has 
|had no influence.” The “playback” 
| technique is the basis of the Gal- 
lup-Robinson “impact” studies. 


Geyer Distributes Handbook 
Geyer Advertising, New York, is 
sending copies of the new edition 
of its employe handbook to cus- 
tomers and prospects. As Geyer 
explains it, “An agency’s relations 


with its people ... are almost as 
important to its clients . . . as they 
are to the agency itself. If the 
relations are good and adequate 
benefits {as outlined in the book- 
let) are provided, then the agency 
is able to attract and hold good 
people.” Geyer also offers the 
booklet as an example of fitting 
copy style to purpose and adds 
that, “The booklet’s not copyright- 
ed. If you have such a staff book- 
let to produce .. . it’s yours for 


the lifting.” 


Advertising Age, December 3, 1956 


Crosley Advances Frazier 

Crosley Broadcasting Corp., Cin- 
cinnati, has appointed Jack Fra- 
zier director of client service for 
the Crosley properties. Mr. Frazier 
formerly was director of radio and 
tv merchandising of Crosley. 


Partners Buy Out Dunshee 

Victor C. Boccard and Fred Ja- 
cobsen have purchased the inter- 
ests of partner Ross M. Dunshee in 
Boccard, Dunshee & Jacobsen, 
Denver agency. 


for January release! 
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‘Public Relations for 
Social Agencies’ Published 

A new book, “Public Relations 
for Social Agencies,” prevides a 
guide for health and welfare or- 
ganizations which seek community 
support and understanding. “Even 
though social agencies differ in 
many ways, almost all of them 
share one tantalizing problem in 
common,” the book says. “They 
have never succeeded in making 
the public really understand 
them.” 


The book gives some how-to tips 
and discusses the use of both vol- 
unteer and professional services. 
Special chapters deal with the 
various media, the use of printed 
materials, methods of dealing with 
special groups, the board of di- 
rectors and the power of special 
meetings. The book includes a 
number of examples, both of over- 
all plans and of isolated cases to 
illustrate specific points. The au- 
thor, Harold P. Levy, was the first 
director of publicity of the Na- 


tional Conference of Social Work. 
From 1947 to 1955 he headed his 
own public relations company. The 
208-page book is published by 
Harper & Bros.; the price is $3.50. 


WNR Adds 20 Newspapers; 
Names Shea L.A. Manager 
Twenty weekly newspapers have 
appointed Weekly Newspaper Rep- 
resentatives, New York, as their 
national representative. Included 
in the 20 are the Reporter, West- 
ville, Okla.; Advocate, Mariana, 


| Fla.; Limestone News, Peoria, II1., 
and the Star Banner, Ligonier, 
Ind. 

WNR also has named James M. 
Shea regional manager of its new 
sales office in Los Angeles at 6505 
Wilshire Blvd. Mr. Shea formerly 
was with the Register-Guard, Eu- 
gene, Ore. 


Brownberry Appoints Rutledge 

Brownberry Ovens, Oconomo- 
woc, Wis., baker of breads, rolls 
and bread stuffing, has appointed 


Rutledge & Lilienfeld, Chicago, to 
handle its advertising. Ad plans 
call ,for newspapers in middle- 
wyprtern and northwestern states, 

th chief concentration on roto- 
gravure. Keck Advertising Agen- 
cy, Oconomowoc, formerly han- 
dled the account. 


Leary Joins Leahy 

Helen L. Leary, formerly on the 
Family Circle sales staff, has 
joined Leahy & Co., New York, 
management consultant. 


52 true dramas 


of suspense, fear, and fighting courage... 
from TV's most successful adventure series! 


CRUSADE 


Starring BRIAN KEITH ...a man with a mission 


Local and regional advertisers will welcome this opportunity to catapult their sales with a great network hit. 


CRUSADER is rounding out 65 smash weeks for Camels and Colgate-Palmolive on CBS TV. Its 12-month average 


4 \ 
Nielsen rating of 22.1 tops the average rating for all other dramatic series’ Each half hour is beautifully cast 


and produced . . . based on official records . . . packs a terrific wallop for the entire family. High drama, high 


ratings, higher and higher sales!—all yours when you say CRUSADER to MCA. Say it today. 
“Flash! Latest October Nielsen- 285 


MCATV 


America’s 


No.1 Distributor 
of TV Film Programs 
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SHIFTING NEW CAR 
SALES INTO HIGH GEAR 


“We have successfully used your media for over 30 years and per- 
haps should not be surprised by its pulling power. Last Wednesday 
we ran a two-thirds page ad on our "56 model close-out with the 
following results: 


Showroom traffic was terrific that evening and continued 
heavy Thursday. It resulted in closing 14 deals—for just 
one evening and a day—plus a nice group of prospects.” 


MICHIGAN Member of Federated Publiiiens 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


Cereal Food 
Capital of the World 


Opens William Hatch 

A new company, specializing in 
national marketing and advertis- 
ing, has been formed under the 
name of William A. Hatch Inc., 
with headquarters at 907 Har- 
grove St., Baltimore. Mr. Hatch, 
president and marketing director 
of the new company, was formcrly 
exec vp of the Emery Advertising 
Corp. W. Campbell Kent, Mem- 
phis, has been named vp and 
treasurer. According to plans, the 
new agency will also operate in 
New York and Los Angeles. 


McGraw-Hill Promotes Carey 

Henry Carey, formerly pro- 
motion manager of Electrical 
Merchandising, a McGraw-Hill 
publication, has been appointed as- 
sistant promotion manager of Mc- 
Graw-Hill Publishing Co., New 
York. Richard Engnath, assistant 
promotion manager, will succeed 
Mr. Carey as promotion manager 
of Electrical Merchandising. 


...And WORCESTER’S OWN LOCALLY 
Edited SUNDAY SUPPLEMENT 


Worcester 


Sunday Telegram 
FEATURE PARADE 
has NOW shown a 


Joh 


LINAGE INCREASE 


Jan. - Oct. 1956 over 1955 


47% 


Jan. - July 1956 


Feature Parade, the Sunday Telegram 
Magazine Supplement, has carried 257, 
256 lines of advertising for the first ten 
months of 1956 — a gain of 89,366 lines 
over the same period in 1955. The circu- 
lation of 106,798* offers you strong local 
impact on the Metropolitan Worcester 
County Market. 


*March 31, 1956 Publisher's Statement 
(ABC) 


B&W plus 1, 2 or 3 colors. 


wancestTes seneet recesese 


MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 


Advertising Age, December 3, 1956 


ABC-Audited Dailies, 
Magazines Showed 
Circulation Gains 


Cuicaco, Nov. 27—Circulations 
of ABC-audited magazines and 
newspapers in a study of a six- 
month period of 1956 show in- 
creases over circulations in previ- 
ous similar studies, the Audit 
Bureau of Circulations reported 
today. 

Of 3,161 U.S. and Canadian mag- 
azines, business and farm publica- 
tions, circulation for the six months 
ended June 30 was 317,027,446 
copies. Of these, 1,305 periodicals 
offered audited figures on 236,500,- 
000 circulation. Of this figure, 718 
ABC-member publications repre- 
sent almost 226,500,000 copies, or 
95.6% of the audited total. About 
1,624 periodicals offer no verifica- 
tion for their distribution state- 
ments, according to the ABC, and 
another 232 publications do not 
issue any report of their distribu- 
tion. 

“Compared with a similar study 
for the six months ended Dec. 31, 
1953, the same number of ABC- 
audited publications have _ in- 
creased their combined circulation 
by more than 13,000,000 copies per 
average issue,” the ABC says, “and 
their combined distribution by 
more than 13,700,000 copies.” 


@ The report on newspaper circu- 
lations covers 2,342 morning, eve- 
ning, all-day and Sunday news- 
papers in the U.S. and Canada. 
Circulation is up by more than 2,- 
500,000 copies over figures in a 
similar study reported a year ago. 

Combined average circulation 
for the six-month period ended 
March 31, 1956, was 109,612,231), 
compared with 107,033,940 for the 
same period in 1955. 

“Of this record high circulation, 
105,548,851, or 96.29% of the news- 
paper circulation in both countries. 
is audited by the bureau. This 
represents a circulation increase 
of slightly more than 2.7% over 
last year’s figures.” 

ABC audits 96.15% of the com- 
bined average paid circulations of 
daily and Sunday papers in the 
U.S. and 99.7% in Canada. Some 
659 newspapers do not offer ad- 
vertisers audited statements of 
their circulations, and €1 issued 
no statements at all on their cir- 
culations for the period of the 
study, according to the ABC. 


Bloomer Named Publisher 
John W. Bloomer, managing ed- 
itor of the Ledger and Ledger- 
Inquirer, Columbus, Ga., for the 
past four years, has been appointed 
publisher of the Times, Ports- 


——. ‘Signs and Belts 
and Traffic Lights . . . 
\ Bandages and things!” 


wat €OPP ‘S Associates 


1475 Broad ay, New York 
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ADLAI WON!—Taking no chances, 
Mr. Boston Distiller Inc. ordered 
20 cases of sample inauguration 
souvenir promotion bottles show- 
ing Adlai Stevenson as the 35th 
President. The few that were made 
are going for $25 each, full or 
empty. 


Adlai Won—at Least 
in Spirit(s) World 


Boston, Nov. 27—For only $25, 
Democrats who were saddened by 
the Presidential election may now 
down their memories and drown 
their sorrows all at once. 

The $25 will buy a special in- 
auguration souvenir bottle of Old 
Mr. Boston spirits, on which is 
embossed a listing of all U.S. pres- 
idents. And, at the bottom, the list 
(you don’t have to drink a drop to 
see it), includes, as the 35th Pres- 
ident, Adlai Stevenson, inaugurat- 
ed in 1957. 

The bottle would be from one 
of about 20 special cases of sample 
inauguration bottles that Mr. Bos- 
ton Distiller ordered for 1957 pro- 
motion. 

Cleverly enough, the company 
also ordered another 20 cases of 
sample bottles showing no entry 
after the 34th President, Dwight 
Eisenhower. 

Far from being wasted, the Ste- 
venson bottles are now going for 
$25 each, full or empty—consid- 
erably more than the Eisenhower 
bottles will sell for, even when 
full. This price was set by the New 
England Antique Dealers Assn., 
which, assured that no more would 
be produced, rated the item with 
an eye to bottle collector interest. 


s Mr. Boston Distiller Inc. will 
distribute the Eisenhower souvenir 
bottle, for a limited time only, as 
a special container for Old Mr. 
Boston vodka and gin and for 
Rocking Chair whisky. The pasted- 
on labels can be removed to ex- 
pose the permanently embossed 
souvenir part of the bottle—a pic- 
ture of the U.S. Capitol, with a 
caption en one side and a listing 
of presidents and their birthdays, 
native states and inauguration 
years on the other. 


Merrill Retires from Y&R: 
Richardson Named S. F. Head 

Edward A. Merrill will retire as 
vp and manager of the San Fran- 
cisco office of Young & Rubicam 
Jan. 1. He will be succeeded as 
manager by George B. Richardson, 
vp and contact supervisor of the 
San Francisco office. 

Mr. Merrill joined the agency’s 
New York office in 1931. He trans- 
ferred to the West Coast office in 
February, 1948, and was appointed 
manager in October of that year. 
Mr. Richardson joined Y&R in 
May, 1955, coming there from 
Foote, Cone & Belding. 


Filon Plastics Expands Ads 
Filon Plastics Corp., E] Segundo, 
Cal., manufacturer o* Fiberglas 


1957 ad campaign. For the consum- 
er campaign, color pages are 
planned for Better Homes & Gar- 
dens, Fortune, House Beautiful, 
Living for Young Homemakers and 
Sunset Magazine. A trade cam- 
paign is also planned, and Filon 
will use newspaper advertising to 
back up local distributors and 
dealers. Jere Bayard Advertising, 
Beverly Hills, is the agency. 


MES he ae 
panels, plans a “sharply increased” 
budget in excess of $250,000 for its One Contract Delive 


Suplex Names Howard 

Suplex Co., a division of Amer- 
ican Hard Rubber Co., New York, 
has moved its advertising account 
from Wilson, Haight, Welch & 
Grover to E. T. Howard Co., both 
New York. Suplex manufactures 
garden hose and plastic pipe. The 
Howard agency has directed ad- 
vertising for the American Hard 
Rubber Co. Ace comb division for 


a number of years. Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia + Detroit + Pittshurgh 
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they Buy More because they Have More! 


@ Permit us one sweeping claim about the Indianapolis 
market. No matter what you're selling—from vacuum 
cleaners to pipe cleaners—you'll do fine here. Our Furni- 
ture-Household-Radio Store sales are 22.4% above the 
national average . . . Drug Store sales are 82.4% over . . . 
and our general merchandise sales beat par by 82.6%! In 
fact, among cities over 600,000, we rank 7th nationally in 
retail sales per capita. And our average income per family 
is $6,669 . . . fully 39.3% above the national level!* Now, 
consider these other significant facts about Indianapolis: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Sales Management, Survey of Buying Power, May 10, 1956 


> It’s Bic. 


> It’s Sreapy . . . unsurpassed for diversification and bal- 
ance of industry and agriculture. 


> You get Saturation Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 
counties in The Indianapolis Star and Tl.e Indianapolis 
News. Write for complete market and circulation data. 
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GREEN BAY =WISCONSIN 


(4 colors or baw) 


General 


AZETTE 


McClosky * Manager 
Advertising 


It only takes ONE in Green Bay to move goods and services. ; 


THE GREEN BAY 


J 


Advertising Age, December 3, 1956 


Along the Media Path 


WBZ-TV, Boston, has begun 
construction of a new tower and 
transmitting plant. The new tower 
will be 1,349’ above sea level. 


e Westinghouse Broadcasting Co. 
| has purchased the entire library of 
| 650 Encyclopaedia Britannica films 
| Spee Trans-Lux Television Corp. 
Westinghouse expects to make the 
library available for audiences of 
all its four television stations. The 
widely-acclaimed EB film library, 
which is used extensively through- 
out the world in schools and uni- 
versities, covers a wide range of 
topics. Westinghouse will use them 
on children’s, women’s, news and 
special programs over its four tv 
stations: KDKA-TV, KPIX, KYW- 
TV and WBZ-TV. 

e Effective with the January, 


1957, issue, New England Equip- 


Now! Exclusive process makes copies in 
just 4 seconds...ends paperwork bottlenecks! 


erg 
oe 
BS See a 


“I'll copy that schedule if you'll wait 4 seconds.” Ever need extra 
copies of media schedules in a hurry? Any new THERMO-FAX 
Copying Machine gets them for you when you need them. Exclusive 
dry process copies 14” x 17” worksheets in only 6 seconds... or 
letterhead size papers in 4 seconds flat. Could you use speed like this? 


“Take this copy of the layout to use for se Quick action 
gets things done! Now you can copy a layout for less than 5¢... 
cut down production expense .. . and clients /ske that. All-Electric 
copy maker pays for itself in short order copying layouts, laminating 
layouts (we'd like to show you this time-saving trick). 


“Here are copies of this 7 
those extra 3 men come from? N 


’s notes everyone.”’ Where did 
w you can have copies of impor- 


tant information for everyone when you need it. The All-Electric 
THERMO-FAX “‘Secretary’’ Copying Machine makes them in one 
simple, direct step. Takes only 4 seconds. Try it. 


All-Electric machines eliminate chemicals, negatives! All you do 
is turn the machine off or on. One dial setting does the job—and 
it's only a finger’s flick work to adjust for lighter or darker copies. 
Find out now exactly how the 4-second speed, All-Electric simplicity 


and direct one-step ease of dry process copying can serve you. 


No other copying machine offers busy ad men such speed and simplicity. 
No other machine gives you completely dry process, one-step copying. 
. The cost? As low as $329.00... less than many typewriters. 


Send coupon below for full detalis now! 


- KV-1236, 
how the “THERMO-FAX" Copying Machine checked below con save time ond money 
and improve our client service. 
© New, wider-width Model “Fourteen”. 


& Menutecturing Company 
. Paul 6, Minneseta 


0 New, restyled “Secretory” Model. 


ment Dealer changes to king-size 
format from the current newspa- 
per tabloid format established in 
1947, and will use standard 7x10” 
page ad plates and multiples. 


e For the second successive year, 
the rotogravure gift guide, “The 
Christmas Daytonian,” was dis- 
tributed as a special magazine sec- 
tion of the Minneapolis Sunday 
Tribune on Nov. 4. Prior to 1955, 
Dayton’s, Minneapolis department 
store, distributed the “Daytonian” 
by mail. The newspaper says the 
76-page gift guide is one of the 
largest Christmas merchandise 
presentations to be distributed as 
a newspaper supplement by any 
retail store in the nation. 


e The Charleston Gazette has re- 
leased an eight-page market fold- 
er which pinpoints sales data for 
Charleston and southern West Vir- 
ginia. Population, occupied dwell- 
ing units, family income, retail 
sales, consumer sales tax collec- 
tions, etc., are tabulated county 
by county along with a coverage 
map and other information. Copies 
are available upon request from 
Johnson, Kent, Gavin & Sinding, 
newspaper representative, or from 
the publication direct. 


e Roos Bros., apparel retailer to 
Northern California, found its 16- 
page ad in the December Sunset 
Magazine last year so successful, 
that it is trying the “Christmas 
catalog” ad again this year. Before 
last year, Roos distributed the cat- 
alog by mail. Another gift-promo- 
tion multiple page ad bows in the 
December Sunset also. This year, 
the Independent Retail Hardware 
Assn.’s annual “Family Gift Cen- 
ter,” in prior years appearing sole- 
ly in The Saturday Evening Post, 
appears also in Sunset. Sunset’s 
December issue is a record break- 
er, with a total of 208 pages. 


e Department of New Laurels: 

Harper’s Magazine 1956 ad rev- 
enue jumped 39% over last year 
and pages 34%. Totals were $351,- 
414 and 418 pages. 

Time hit an alltime high with 
the Nov. 12 election issue—2,139,- 
000 net paid. 

Esquire’s December, 1956, issue 
carries more advertising revenue 
than any issue in its history. It 
marks a 17% increase in ad rev- 
enue over the December, 1955, is- 
sue. 

The Nov. 17 issue of Traffic 
World contained 48 pages of dis- 
play advertising. This is more 
pages of advertising than have 
been carried in a regular weekly 
issue of the publication, now in its 
50th year. 

With the largest January ad- 
vertising billing in a decade, Good 
Housekeeping reports a gain of 
over $2,000,000 over any previous 
year in dollar volume and better 
than a 10% increase in its Janu- 
ary, 1957, issue. 

Newsweek reports a new high 
of 97% pages of advertising for 
the Nov. 19 issue. 


FASTER... 


complete mailings, multi- 

graphing, ee 

ing, addressing, fill-in on 

mutersanes letters, 
planographing. 

Marie keeps your Mail- 

ing List Mp See frees you 

from detail work. For rush pick-up, 

quiet service and fast delivery 
LL WAbash 2-8655. 
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marketing man's prayer! a | 


at a glance pliant functions fikely te be involved ir 
buying what you sell. Flip it over . .. foliow “tack f 
arrow ... red figures signai how many man hold such & 
functions in 3 different-sized. plants .. . red cots ae 
_ pinpoint them: on organization chert . . . : 
The fellow who dreamed this one up is off on vt 
@ Cruise resting up. The printer has gone into oe 
some other line of work. Despite that, you 
benefit with FACTORY's magic “Prospect- Na 
Finder.” Just look at what it tells you .. . B 


1 — WHAT FUNCTIONS in a manufacturing plant , 

are likely to be involved in the purchase of 78 aE 
different products 
2 — HOW MANY PEOPLE there are who have 


these functions in each of three typica! plants. 


3 ~ HOW YOU CAN REACH these peopie most 
effectively and economically. 


Saves miles of paper, hours of time, s!eep- 
- fess nights. All compacted into 2 durable 
\ page folder..On Page 2, the basic piant 
~ Operating functions ere listed for your con- 
~~ wenience, Facing page, front of the wheel. 
White circle around it, 75 products commonly 

‘Bought by manufacturing pants. What do you 
_~* Make? Batteries? Turn the biue whee'!, line 
up the slot, a row of numbers — “5,7,10,12, 
etc.” ... Plant Communicating Systems, Elec 
tric Power Utilization . . . you're off! 


Back of the wheel shows you how many 
> tien have these functions in three d!fferant- 
sized plants; pinpoints them with ‘tittle red 
dots on three typical organization charts. Any- 
way, we've got a few of these around, and 
we're going to mail them out on a first-come- 
first. basis. You'll have to identify yourseif, 
with company and title on the coupon be- 
cause they cost an arm and a jeg... sc better 
mail the coupon pronto. (We promise not to 
$end a salesman unless you ask!) 


P.S. — One thing the wheel rezily doesn’t heave 
to tell you is how to reach these piant ope: s!- 
ing men most effectively and cconomically. 
Never had any question about that, did you? 


‘ * 


re. x R fe ps 3 | 

Rs : ; ‘ ‘ ~ : ; é ee eee eee ee we ne 

* m* * ‘ . oe 

oe et . RESEARCH DEPARTMENT " 

} : FACTORY. MANAGEMENT & MAINTENANCE & 
; . 330 W. 426 St, New York 36, WM. Y. 
-.. § he 
( . Fs 


MANAGEMENT AND MAINTENANCE Yes, Vd like to try that wheel! 


() Please maii it. (C) Who's afraid of salesmen? Send one. 
++. Survng the Plort Operating Grovp—the management men and engineers with operating , 
' “s ; respons preodwetion, plant engineering and maintenance, or direction of peopie. : 

A MeGrow-Hill Publication (ARC-ABP) 390 W. 42nd St., New York 36, ¥. Y. NAME Fitz 
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Halferty to Miller, Mackay Mackay, Hoeck & Hartung, Seattle, 

G. P. Halferty & Co., Seattle,|to handle its advertising, succeed- 
packer of Pioneer canned minced|ing the Seattle office of Pacific 
sea clams, has appointed Miller,' National Advertising Agency. 


Offbeat Contests’ 


Pulling Power 
Is Ad Oddity 


(Continued from Page 2) 
Gulf competitions. 

As for Julius Kayser’s “history- 
making” contest, the response is 
termed “simply amazing.” Only 
one ad promoted the contest, and 
it ran in the Nov. 3 issue of The 
New Yorker, the week the maga- 
zine’s distribution was crimped by 
a newsstand strike. 


com-muwni-ca‘ tive” 


is the word for the Newsweek reader 


es “We expected a few hundred 
replies,” Jane Trahey, president of 
425 Associates, told AA. “But so 
far we’ve received well over 2,000, 
and we're still getting them, al- 
though the contest is officially 
over.” 

The contest, labeled for “Wags 
& Wits,” required entrants to name 
six rather obsolete-appearing la- 
dies and tell what they invented or 
created—a challenge eagerly ac- 
cepted by contestants, who are 
sending in such quixotries as: 
“This woman made history because 
she was the first to drink Bee- 
thoven’s Fifth.” 

“So far the first prize, two tickets 
to ‘My Fair Lady,’ is a big flop,” 
Miss Trahey grieved. “Most every- 
one wants the tubful of champagne 
—although a number of women 
want the trial psychoanalysis—for 
their husbands. One Princeton man 
is aiming to win the 100 pairs of 


com-mu‘ni-ca‘tive, adj., Inclined to impart or 
communicate information, ideas, etc. 


Dee a eee 
24 weaned ttt Rint, tee ae 


hee mew oe —— 
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ZANY—A pair of tickets to “My Fair Lady” is first prize in Kayser’s 
zany contest. Also offered: A tubful of champagne, six trial treat- 
ments of psychoanalysis. 


Kayser stockings, because that 
would solve all his Christmas prob- 
lems.” 

A two-week reign in a castle in 
Spain is the sales incentive being 
offered sales representatives by 
Nobility East, a division of Empire 
Crafts Corp., Newark, N.Y. The 
company, which sells silverware 
and dinnerware on the club plan, 
reports that during the first week 
of the contest, volume jumped 50% 
ahead of any other period this year. 
The contest is the handiwork of 
Ruder & Finn. 


= And then there’re the Qantas 
contests, which everyone stam- 
pedes to enter, almost in spite of 


the prizes. The first contest, which 


Reach ALL 


Dispersed Market Centers 


Compare Idaho with almost any other state. Note the absence 
of so-called “statewide” coverage of any one or two metro- 
politan newspapers . . . often wastefully duplicated. Then 
consider the advantages of Idaho’s Daily Newspaper flexibility. 
Moreover, each of these dailies is the dominant selling factor 
in its own rich market area! Yes, ONLY through the Idaho 
Dailies can you reach to every corner of this great state . . . 
proof again that they are YOUR Number One advertising buy 
inIdaho! = * 7 RST Me Ne 


% Here’s “the Dozen that Does it” in Idaho 


Only the IDAHO Dailies 


Out-of-state dailies which claim “Idaho 
coverage” have an “in Idaho” circula- 
tion of 44,441°, compared to Idaho 
Allied Dailies’ combined circulation of 


136,035°. 
’ 
of Idaho's tet eet 
speomtig eoingace Me" *Audit Bureau of 


Circulations and 
1956 Editor and 
Publisher Year- 

book. 


Idaho’s Twelve Outstanding Daily Newspapers 


TWIN FALLS—Times-News IDAHO FALLS—Post-Register 
WALLACE-——North Idaho Press KELLOGG—News 
BLACKFOOT—Bulletin LEWISTON—Tribune 

- BOISE—Statesman Newspapers MOSCOW—Idahonian 
CALDWELL—News-Tribune -NAMPA—Free Press 
COEUR d’ALENE—Press POCATELLO—iIdaho State Journal 


had a kangeroo as top lure, 
brought in 8,000 entries—“way 
more than expected,” according to 
Howard Gossage, of Brisacher, 
Wheeler & Staff, San Francisco. 

The current contest, which offers 
little more than an inner glow for 
“making a middle-aged airline 
very, very happy,” so far has be- 
stirred 7,000. “That’s about right, 
considering the unaltruistic, in- 
volved nature of the contest and 
its mild prizes,” Mr. Gossage re- 
ported to AA. 

“One Houston woman demand- 
ed her entry back after she found 
out what we were giving—didn't 
want to be a laughing stock, she 
said. We told her she was lucky 
she didn’t enter last year.” 

The Qantas contest winner be- 
comes hereditary archduke (arch- 
duchess) of Qantasylvania and re- 
ceives a coat of arms and a family 
tree, plus a stuffed Koala bear 5’ 
high. (““‘Wow.”) Second prize is a 
Fijian kava bowl. (“Not unattrac- 
tive.”) 

This pixyish contest took an ap- 
propriate turn when the cleaning 
lady tossed out one stack of entries, 
forcing Qantas to confess the rue- 
ful news in the Nov. 3 New Yorker 
and invite re-entries. So far, 563 
have been received, and they're 
still coming in. 


@ One danger in such roguish con- 
tests is that those that win them 
are often of the same ilk as those 
who think them up. There’s the 
risk of having the competition 
pluck the prize plum. 

Witness the first Qantas airlines 
contest. The winner was Wilson 
Seibert, copywriter at J. Walter 
Thompson Co., agency for Pan 
American Airways. 

Piel Island was won by Fran 
Grafe, copy consultant at Sabin 
Advertising, Huriey, N.Y. When 
one of her clients heard the news 
he called and announced with ex- 
ultation, “My bag is packed. When 
do I leave?” (As a matter of fact, 
the agency does hope to work out 
a deal whereby it can rent the is- 
land for its clients for part of the 
year.) 

Out of the 28 Piel winners, nine 
are in marketing. Two of the win- 
ners hail from Lawrence C. Gum- 
binner Advertising—Robert Wech- 
sler, director of promotion and 
publicity, and Virginia Snyder, as- 
sistant to the media director. Both 
won radio-phonographs. 


® Fred McClelland, publicity di- 
rector at Fred Gardner Co., was 
awarded a color tv set. Robert Lo- 
gan, free-lance artist who does 
layout and design as well as mag- 
azine cartoons, won the trip to 
Paris. George T. Clarke, professor 
of marketing at New York Univer- 
sity, won a Capitol kitchen. Mar- 
garet Ryan, secretary at CBS’ 
Terry-Toons division, won a radio- 
phonograph. Henry Barzilay, sales- 
man for Pillsbury Mills, won a tv 
set. Elise M. Gibbs, winner of a 
Hillman Minx, is wife of the as- 
sistant grocery products sales man- 


ager of International Milling Co. 
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RCA Shifts Seven 
Tube, Components 
Division Ad Execs 


CAMDEN, Nov. 27—A number of 
changes have been made in the 
advertising and sales promotion 
staffs of the components and tube 
divisions of Radio Corp. of Amer- 
ica. *° 

James H. Owens, promotion 
manager of electronic components 
marketing, associated with RCA 
since 1930, has been named manag- 
er of advertising and marketing 
research for the components divi- 
sion. 

In the tube division, located in 
Harrison, N.J., G. G. Griffin, for- 
merly manager of distributor ad- 
vertising and sales promotion for 
components, has been named man- 
ager of advertising and sales pro- 
motion. 

R. A. Huff, formerly administra- 
tor of distributor advertising and 
sales promotion, has been promot- 
ed to advertising and sales promo- 
tion for the entertainment market. 

F. X. Banko, recently adminis- 
trator of advertising and sales pro- 
motion for the equipment market, 
has been advanced to manager of 
advertising and sales promotion 
for the industrial market of the 
tube division. 


2s A. J. Jago, formerly head of 
advertising production and coordi- 
nation, is the new administrator of 
the division’s advertising budget- 
ary and cost controls. 

E. B. May, formerly manager of 
advertising and sales promotion 
for electronics, components and 
test equipment, has been promoted 
to administrator of advertising and 
sales promotion for semi-conduc- 
tors. 

J. J. Phillip is the new adminis- 
trator of advertising and sales 
promotion for power tubes. 

In addition, H. M. Slovik, for- 
merly editor of company house 
organs, has been advanced to ad- 
ministrator of publications, with 
Robert S. Leedy as assistant. 

All will work under Harold S. 
Stamm, manager of the RCA tube 
division. 


Jacoby-Bender to Friend-Reiss 

Jacoby-Bender Inc., Woodside, 
N.Y., manufacturer of watch 
bands, has named Friend-Reiss 
Advertising, New York, to handle 
its domestic advertising. The ac- 
count was previously handled by 
Grey Advertising Agency, New 
York. 


The Crocker . 
Colorform process 
plus new exclusive 
Mirro-Screen plates 
can give you the 
hard-hitting appeal 
of full color 
advertising and sales 
material at the price 
you're now paying investigate NOW! 
for 2 colors. Write for this free booklet. 


Dept. AA12 
} H. S. CROCKER CO., INC 
San Francisco, 720 Mission Chicago, 350 Nia! 


Los Angeles. 2030 E. 7th NewYork, 23 £. 26th 5 
Baltimore, 1600 S. Clinton 


| Drug Store Sales Up in Ist 10 


Months of ‘56, Survey Shows 


Drug store sales in the first 10 
months of 1956 topped those of the 
same period a year ago by 11.5%, 
according to a new study released 
by Drug Trade News and Drug 
Topics, New York. Continuance of 
sales at this rate for the remainder 
of the year, the report says, will 
boost total 1956 drug store sales to 
$5.75 billion compared with $5.25 
billion in 1955. 

Independent drug stores are ex- 
pected ‘to ring up approximately 
$4.50 billion of the total sales vol- 
ume, the report says, with chain 
drug stores accounting for the re- 
maining $1.25 billion. Prescription 
sales in °56 will increase 18.6% 
over those of '55, the report pre- 
dicts. Sales of all other items sold 


“CE, ae 


in drug stores this year are ex- 
pected to exceed 9.3% such sales 
a year ago. This last point, the 
report notes, indicates that retail 
drug stores are more than holding 
their own in sales against compe- 
tition from supermarkets, house- 
to-house agents and other outlets 
currently handling various drug 
and cosmetic products. 


Blitz-Weinhard to Weiner 

Blitz-Weinhard Co., Portland, 
brewer of Blitz-Weinhard beer, 
has named J. J. Weiner & Associ- 
ates, San Francisco. to handle the 
Blitz advertising acount, starting 
Jan. 1. Weiner will succeed Cole & 
Weber, Portland, as agency. Mr. 
Weiner and Hal Grainger, agency 
vp, will open an off:ce in Portland 
to handle the account. 


THESE { 
ACTIVE PART IN PURCHASING 
OR SERVICES FOR THEIR etre san bonal 


4 Mies 


How well do you know the Boston market? 


As any native can tell you, there’s a 
lot to be seen in and around Boston. 
If you’re familiar with the land of 
the cod, you may recognize quite a 
few of the photographs above. 

A. WEEI’s Priscilla Fortescue interviewing 
singer Julius La Rosa. 

B. Warehouse in New Bedford. 

c. Old church in Attleboro. 

D. Second Millennium idol at the Boston 
Museum of Fine Arts. 

B. Radiator in Glass Flower Room at 
Harvard University. 

¥. Lighthouse and breakwater in East 
Gloucester, Massachusetts. 

G. Photograph of an electrical discharge, 
made at the Massachusetts Institute of 
Technology. 


. Chinese Merchants National Bank, 
Stuart , Boston. 


1. Trademark of the Davis Brothers Fish- 
eries, Gloucester. 

3. Three dimensional abstraction, Shop- 
pers’ World, Framingham. 

x. E. B. Rideout, WEEI’s weather expert 
for the past 30 years. 

L. Sculpture on Harvard campus. 
Anyone familiar enough with Boston 
to recognize its landmarks will also 
recognize this basic truth about the 
Bostonian himself: he’s a tough cus- 
tomer to sell. But once you’ve won 
his trust and his confidence, he’s 
likely to be your customer for life. 
WEEI has already won that trust 


for the products it advertises. No onc 
knows the Boston market as WEEI 
does — especially the buying habits 
and brand loyalties of the Boston 
people. When you have something 
to sell to people in that special Bos- 
ton market, call CBS Radio Spot 
Sales or WEEI Radio. 


Credits: B, C, F,1,J— Standard Oi! Co., N. }.: 
G — Massachusetts Insti of Technology. 
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(Continued from Page 3) 
fashion. Perhaps you've already 
rediscovered the relaxation—and 
charm—of needlecraft.” 

All is not fragile femininity, 
however. The copy also points out 
that “since being feminine today 
also means being competent, prac- 
tical and busy, you'll make your 
time count, You make it with Coats 
& Clark’s family of fine quality 
needlecraft products.” The ad then 
goes on to recommend the com- 
pany’s various products and ends 
with the challenge: “Let yourself 
go—your feminine self.” 


s This opening ad will run four 
pages in McCall’s and Woman’s 
Day and three pages in Good 
Housekeeping. 

After this opener, single-page 
ads will carry on the New Age of 
Grace theme but will promote the 


Give 
the Gift 
you'd 
like to get 
yourself — 


Hennessy is available everywhere, but 
you can now send Hennessy as a gift to 
friends and business associates in 30 states. 
For information, write, wire or phone: 
Beverage Gift Service, Dept. H, 

City Natidnal Bank Bidg., Beverly Hills, 
California. CRestview 1-6286 
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HENNESSY 


The World's Prejerre’ COGNAC BRANDY 


84 Proof * S$chieffelin & Co., New York 


‘Gentlewomanly Arts’ Are Stressed 
in Coats & Clark Magazine Campaign 


company’s various products indi- 
vidually. 

Besides the above three mag- 
azines, the media list includes 
Craft Horizons, Farm Journal, Pro- 
gressive Farmer, Sunset Magazine 
and Work Basket, as well as the 
needlework books (McCall’s 


Needlework & Crafts, Modern Nee- 
dlecraft, and Vogue Knitting 
Book) and the five pattern books 
(Advance, Butterick, McCall’s, 
Simplicity and Vogue). 

In addition, two teen-age maga- 
zines (4-H Club News and Girl 
Scout Leader) and five educational 
publications (Forecast of Home 
Economics, Journal of Home Eco- 
nomics, McCall’s School Stylist, 
Modern Miss, Practical Home Eco- 
nomics and What’s New in Home 
Economics) will be used. 


~~ 


For the trade, spreads will ap- 
pear in Chain Store Age, Depart- 
ment Store Economist, Merchants 
Trade Journal, Notion & Novelty 
Review, Variety Store Merchandis- 
er and Women’s Wear Daily. 

According to Louis Evans, ad- 
vertising manager, the campaign 
is “one of the strongest ever 
scheduled in fashion-related mer- 
chandise. 

“It will provide stores with one 
of the best opportunities in recent 
years for multiple-sales promo- 
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tions,” he declared. 
Kenyon & Eckhardt 
agency. 


R. G. Dexter Joins FC&B 

Richard G. Dexter has been 
named a media supervisor in the 
Chicago office of Foote, Cone & 
Belding. Mr. Dexter formerly was 
in the media department of Young 
& Rubicam, Chicago, and was in 
the advertising department of Kel- 
logg Co. 14 years before entering 
the agency field. 


is the 
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Growing Use of R.O.P. Color Ads Is Cited 
by Bach as Key to Building Apparel Sales 


(Continued from Page 3) 

The agency points out that 
while r.o.p. has been in use for al- | 
most 20 years, it has registered an 
increase of about 60% in the past 
two years. Latest figures, it says, 
show that 427 newspapers, rep- 
resenting 57% of total circulation, 
are offering full color. An ad- 
ditional 133 newspapers, offering 


at least two colors, bring total 
r.o.p. color coverage to 73% of all 
U.S. newspaper circulation. 
“National advertisers,” it says, 
“can begin to think of r.o.p. color.” 
The Bach agency says: “We have 
reached these conclusions: 


e “Improvement in _ production 
techniques of handling r.o.p. color 


ads (the most serious defect in 
the past) now provides us in many 
cases with reproduction of good 
quality, and it is constantly getting 
better.” 


e “As a result, the impact on the 
newspaper reader is increasing, 
and every week new evidence of 
good results becomes available.” 


e “This greater impact more than 
offsets the extra costs involved. 
(In addition to the higher pro- 
duction costs, there are premium 


color ad rates averaging 31% 
above monotone for two colors 
and 59% for four colors).” 


e “For manufacturers, the growth 
of r.o.p. color is significant, since 
a growing majority of our popula- 
tion can now be reached through 
this medium. It covers a large 
enough segment of the total mar- 
ket to justify building campaigns 
based on color newspaper adver- 
tising.” 


e “For retailers, it means that 


“ROAD JOB” FOR YOU TODAY 


Time was when your men in the field did the real selling. Your advertising 
to the dealer served as reinforcement. Today that picture is reversed— 
especially when you’re selling the lumber and building material dealer. 


He may be doing business at the same stand—but the stand is quite different. 
So is the man running it. His business (as an average) has grown from an annual volume 
of $70,000 in 1939 to more than $400,000 in 1956. He deals in many product 
categories he never handled before. His business is more complex. He spends more time 
seeing and servicing customers. 


In short, he’s not the slow-paced lumber dealer of yesteryear—with more time than 
money. He’s a big business man—an important merchant. And he simply hasn’t time 
to devote to the horde of salesmen who clamor for his attention every day. 


So, Mr. Manufacturer, what to do? First let’s face the truth. Let’s realize that, no 
matter how competent and conscientious your salesman is, he alone can’t clinch the sale. 
Today (when that dealer’s business is more important than ever) it takes two to do a 
good road-job: Your Sales-man and your Sales-force: BUILDING SUPPLY NEWS. 


They walk hand in hand; work shoulder to shoulder. They don’t supplant each 


other—they supplement each other. One arrives when the other leaves. One gets in 
when the other doesn’t. One gets an audience when the other can’t. 


BSN enables you to tell your whole sales-story to the dealer when he is most receptive; 

when he is looking for here-and-now advice on his business. That’s why manufacturers 
who really know what’s going on today in the lumber and building material dealer field 
not only use sizable space in BSN but use it to sell. They view it as a dynamic 
sales-force in itself—which makes 25,000 sales-contacts each month and, in the process, 
reaches and teaches the dealers who do 90% of the business. 


The cost for this super-sales-job? Less than the cost of one 
good road-man! We'll gladly figure it for you. 


BUILDING SUPPLY NEWS 


Published at Building Industry Headquarters: 
Home of Practical Builder and other 


leading building industry magazines. 


© Industrial Publications Inc., Chicago 3. 
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color ads are now feasible without 
excessive production custs, since 
dealer color mats will be made 
increasingly available by nationai 
advertisers.” 


e “Finally, our own experience 
has shown that r.o.p. color can sell 
apparel at the retail level and that 
its value for soft goods as a whole 
is only just beginning to be under- 
stood.” 


AGA to Sponsor ‘Playhouse 90 

The American Gas Assn., New 
York, plans its first use of net- 
work tv when it starts as a spon- 
sor of CBS-TV’s 90-minute dra- 
matic series, “Playhouse 90.” The 
gas utility companies, transmission 
companies, manufacturers, equip- 
ment suppliers and producers rep- 
resented by AGA will sponsor, on 
alternate Thursdays, a haif-hour 
portion of the show on more than 
125 tv stations across the nation. 
The first AGA-sponsored show 
will be Jan. 10. 


KEX’s powerful 50,000 | 
watts reaches a hig per- 
centage of Oregon's farm 
homes and they listen to 
and profit from 
KEX’s Farm Director, 
Ben Buisman. 


12:45-1:00 p.m. 
Monday thru Friday 


Agriculture is Oregon's sec- 
ond ranking industry. On 
Oregon's 59,827 farms c va- 
riety of products are grown 
and raised including meat 
animals, food grains, dairy 
products, chickens, eggs, 
nuts, fruits and vegetables. 


LET POWERFUL | 
50,000 WATT KEX 
SELL FOR YOU! 


Call Bob Rudoiph, KEX Soles Mono- 
ger, CApito! 2-1881; A. W. ‘'Bink™ 
Dennenboom, WBC VP Soles, MUrray 
Hill 7-0808, New York; or your nea:- 
est Peters, Griffin, Weodward, Inc., 
office. 
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There’s No Market Under the Sun 
Like Southern Arizona 


TUCSON 2nd IN THE NATION FOR 
GROWTH IN BUSINESS ACTIVITY 


AUTOMOBILE MOTOR FUEL 
REGISTRATIONS CONSUMPTION 
{in gations) 
hy Leer er lg 1968 6208 44,908,888 


1955 .60,378,794 


UP 34.7% 


1955 ....89,529 


UP 50.6% 


Represented Nationally by Cresmer & Woodward, Inc. 
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Cancer Society's First Lay Report Cites 
Anti-Cigaret Evidence; Calls It Inconclusive 


New York, Nov. 27—Still insist- 
ing that cigaret smoking is a haz- 
ard to health, the American Cancer 
Society, in a carefully qualified re- 
port, “Where We Stand Today on 
Cigarets and Lung Cancer,” re- 
leased today its first educational 
booklet for laymen on the relation- 
ship of cigaret smoking and lung 
cancer. 

Reviewing research findings on 
the relation between smoking and 
cancer, the booklet notes that re- 
sults are still not conclusive 
enough to warrant a campaign 
against smoking. 

Nevertheless, the society reports, 
the ratio of cancer deaths was 27 
to 1 among smokers who consumed 
two packs of cigarets a day, in 
contrast to non-smokers, and 14 
to 1 for pack-a-day smokers. 

The ACS summary is based on 
a still-incomplete four-year field 
study it has sponsored on the 


Plastic Plates 


that make products pop! 


—and the reason why PLASTICTYPES make products pop out on 
a newspaper page is that open areas are clean with no high type 
shoulders or muddy halftones to ruin the impact. 

When you spend good money to build brand preference you 
should demand plastic plates that perform brilliantly at the 


newspaper press level . . . not just get by. Protect your invest- 
ment in advertising space by insuring against reproduction 
failure. 


With Reilly PLASTICTYPES you get a perfect pattern plate routed 
in open areas to give a guaranteed depth of .055”. Reilly is the 
only electrotyper in the industry employing photoengravers for 
‘quality-control and to check out and eliminate the trouble spots 
that show up on the newspaper press. 

You also get a high fidelity patented Duramatrix female that 
maintains every detail of the original and molds this identical 
perfection into the PLASTICTYPE. The Duramatrix is the key to 
a perfect mold. This material was developed, is produced and is 
available only at Reilly's eight plants. 

We make this challenge: pick up any issue of a daily newspaper. 
Check over che national advertising for bad type or halftone 
reproduction, high metal in open areas) We'll wager it was not 
reproduced from a Reilly PLASTICTYPE. 

To make sure that your products pop out, be sure to specify 
PLASTICTYPES.® 


smoking habits of 188,000 men be- 
tween the ages of 50 and 70. The 
final report will analyze about 
12,000 deaths and will cover 700,- 
000 person-years of experience. 

Whether filters in cigarets 
“change one’s life-span” is not 
known, the booklet says. 


= The society reports that it will 
continue to support research to 
determine whether one or more 
substances in cigarets, industrial 
fumes, motor vehicle exhausts or 
dust from asphalt or bituminous 
roads actually causes lung cancer. 

Current data, it says, are insuf- 
ficient to report a complete answer 
on the effect of pipe and cigar 
smoking. But, it notes, pipe smok- 
ing appears to have some relation 
to the death rate from lung cancer, 
although to a much smaller degree 
than cigarets. Cigar smoking, on 
the other hand, seems to have no 
relationship to lung cancer. 

“Smoking,” the booklet says, “is 
a habit which gives comfort and 
pleasure to millions, supports a 
great industry, brings millions to 
the government in taxes. 

“The final decision on whether 
to smoke cigarets,” the report says, 
“rests with the individual, who 
will probably make up his mind 
in consultation with his doctor.” 


TOBACCO COMMITTEE 
NOTES ‘OMISSIONS’ 

New York, Nov. 27—Timothy V. 
Hartnett, chairman of the Tobacco 
Industry Research Committee, 
which has financed its own medi- 
cal investigation of the subject of 
smoking and lung cancer, in a 
statement on the American Can- 
cer Society’s new booklet, criticizes 
it as containing nothing scientifi- 
cally new. 

The society’s booklet, Mr. Hart- 
nett says, agrees on three key 
points with the position of the 
committee, namely, that the 
knowledge of lung cancer is “ten- 
tative and incomplete”; that there 
is no “neat, final answer”; and 
that more research is needed. 

In a letter to Melford Runyon, 
exec vp of the society, Mr. Hart- 
nett said that the society’s state- 
ment that lung cancer is “a prob- 
lem whose elements are changing 
and developing each year” repre- 
sents the position of the committee. 

“We have carefully avoided 
making premature conclusions on 
work that is admittedly inconclu- 
sive and subject to varying inter- 
pretations,” Mr. Hartnett said. 


® The society’s booklet makes no 
mention “of many pertinent find- 
ings that challenge its emphasis 
on cigarets,” Mr. Hartnett said, 
“notably a report from the U.S. 
Department of Health, Education 
and Welfare that described the 
cigaret theory as having doubtful 
scientific merits.” He characterized 
these as “conspicuous omissions.” 


Olympic Radio Names Du Fine 

Olympic Radio & Television, 
Long Island City, N.Y., an affiliate 
of Unitronics Corp., has appointed 
Du Fine & Co., New York, to han- 
dle its advertising, effective Jan. 
1. Product Services formerly han- 
dled the account. 


Automatic Sprinkler to Basford 

Automatic Sprinkler Corp., 
Youngstown, O., has moved its ad- 
vertising account from Robert A. 
Joyce Co., Youngstown, to the 
Cleveland office of G. M. Basford 
Co. 


General Foods Names McGee 

Andrew J. McGee, with Benton 
& Bowles for the past six years, 
has joined the international divi- 
sion of General Foods Corp., New 
York, as product planning man- 
ager. 
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Advertising Age, December 3, 1956 


Advertisin 


AD WEEK POSTER—This is the outdoor poster which will be used to 
celebrate Advertising Week, Feb. 10-16. 


and the National Assn. of Trans- 
portation Advertising. 

All printed media will carry the| the building is completed late in 
family identification logotype inJanuary, 1957. 


Material to Push 
Ad Week Will Be 


the ads. It consists of a drawing of 


a family of four in silhouette over 
the Advertising Week theme. 

Advertising clubs throughout the 
nation are expected to give the 
campaign strong backing. 

The co-sponsors expect this 
year’s event will surpass last year’s 
estimated 300,000,000 impressions. 


‘“ 


Esquire’ Boosts Jones 

George Jones, with Esquire for 
the last nine years, has been pro- 
moted to manager of the textile 
advertising sales division. 


Dell Plans Move in January 
Dell Publishing Co. will move to 
750 Third Ave., New York, when 


ONLY FORT WAYNE NEWSPAPERS 
COVER THE FORT WAYNE MARKET 


4 yere’s RETAIL 
° _ METRO. TRADING 
CITY ZONE AREA ZONE 
43,212 Homes 54,818 Homes 136,821 Hemes 
Merning.. 59.1% | Morning..56.8% | Merning..46.8% 
Evening.. .92.3% Evening. ..91.6 % Evening... 56.6% 
Sundey ...86.9% | Sunday...85.6% Sunday ...71.2% 
All figures cumulative. ABC 12-31-55 


FORT WAYNE NEWSPAPERS, INC., Agent g is 
Che News Sentinel *- HE JOURNAL GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detrolt—San Francisco 


Ready by Dec. 15 


New York, Nov. 27—Starting 
Dec. 15, all media will receive 
special materials for Advertising 
Week, to be held Feb. 10-16, 1957. 
Co-sponsors of the campaign 
again this year are the Advertising 
Federation of America and the 
Advertising Assn. of the West. 
Already completed is a six-color 
outdoor poster, prepared by the 
art department of Outdoor Adver- 
tising Inc. The poster shows a 
A family of father, mother and son 
and this year’s slogan: Advertising 
} Benefits You! 
Material for all types of media 
have been prepared either by the 
task force agency, Cunningham & 
Walsh, or by special media groups 
which have collaborated with the 
P agency. 


® The newspaper campaign is the 
result of the combined efforts of 
the Bureau of Advertising and the 
agency. 

Radio and tv promotion, pre- 
pared by Cunningham & Walsh, 
will consist of recorded spots this 
year. Also new this year will be 
a recorded jingle. It is based on 
Tom Waring’s tune, “Way Back 
Home.” 

In addition to mass media, ma- 
terial has been prepared for house 
organs and for industry, business 
and farm publications. Associated 
Business Publications has prepared 
three ads ranging from full page 
to column size for business publi- 
cations. Western Farm Life has 
drawn up a special campaign for 
farm papers. 

A new car card has been de- 
signed by the task force agency 


* 


| It's Like 
:- Shooting Fish 
In a Barrel 


—To hit the Meriden- 
Wallingford $18 million* 
automotive market with 
THE RECORD & JOURNAL. 
Hartford and New Haven 

newspapers don’t scratch 
| the surface. Be sure with 
the RECORD & JOURNAL 
| 


97% coverage of this 
100,000 area. 


* SM ‘S6 Survey 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


Gilmen, Nicoll & Ruthmen 


“Daily Newspapers are our Best Bet and Responsible 
to a great degree for our Success. Dealer Hookers 
direct the Customers to our Dealers’ Stores’’ 


SEAL OUT WATER WITH- 


z Bondex' | 


CEMENT PAINT. 


Mr. R. A. Wahlstrom, Manacixe Director, 
THE REARDON COMPANY LTD., MONTREAL, P.Q. 


Reardon’s have advertised in daily 
newspapers regularly for 14 years. Every 
Spring and Fall space is used for 

Bondex Cement Paint, Bondex Heavy Duty, 
Reardon’s Quick Plug and 

Resurfo Spachtling Compound in daily 
newspapers from British 

Columbia to Newfoundland. 


The campaigns have been highly successful 


in selling these proven products and 


widening distribution. Today Reardon’s lead 
the field in sales and advertising, and 

one of the reasons is the co-operation given 
by each newspaper to Reardon’s 


‘depth’ merchandising plans. 


When the Canadian Daily Newspaper 
Publishers Association first promoted dealer 
“Hookers”, Reardon’s were 

quick to sense the advantages, . 

and dealers, too, realized , 

the opportunity to increase their sales. 


The total dealer “Hooker” lineage 

to Reardon’s newspaper advertising in 1955 
showed an increase of 40% over 1954 and 
in the Spring only of 1956, 55,722 lines 

of hooker space was pleced by dealers, 

the equivalent of 186 newspaper columns, 


an increase of over 10 columns of — 


space. There were 2,400 
individual advertisements. 


Reardon’s advertising is handled by 
Thompson-Petersen Advertising Agency 
Limited, Montreal. 


If you feel you are not getting full advantage from your advertising, 
see the Advertising Manager of your local newspaper. 

He will be glad to tell you how to get full value from the seiling 
power of daily newspaper advertising. 


CANADIAN DAILY NEWSPAPER 


PUBLISHERS ASSOCIATION 


55 University Avenue « Toronto 1, Ontario « I. H. Macdonald, General Manager 
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DEEPEN the background of romance for diamonds—and to 

nourish gem sales in 101 countries throughout the free 

world, De Beers now launches the most intensive international 
color campaign in its history—in Reader’s Digest. 


To the Digest’s 61 million readers—the largest magazine 
audience in the world—De Beers will present the diamond as 
“a symbol of love . . . a treasured gift . . . a gem of enduring 
value.” 


Why Reader's Digest? 


1. De Beers has an idea to sell . . . an idea to help enrich the 
lives of people everywhere. They believe the Digest is «.- 
paralleled for this kind of selling—because it has always been 
the publication that millions turn to eagerly and regularly for 
new ideas and inspiration, new help toward a fuller, better life. 


2. Diamonds are bought on confidence. And De Beers knows 
how much faith people have in the Digest and in the messages 


that appear there. It’s a quality no other magazine possesses 
to such marked degree. 


3. In selling any idea or product, it’s vital to talk to people 
who can afford to buy . . . and people who can influence others 
to buy. In most markets where it is circulated, the Digest 
reaches more people of high or upper-middle income . . . 
more business, government and community leaders . . . than 
any other publication. 


In the U. S. A. alone, the Digest reaches 32 million readers 
each issue . . . the largest audience and the greatest concen- 
tration of buying power provided by any magazine. 


And this audience is available to advertisers at the lowes 
cost per thousand circulation of all international magazines. 


More international advertisers invest more money i 
Reader’s Digest than in any other international public: 
tion. Last year 2,771 advertisers used 18,095 pages. 
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De Beers now promotes diamonds world-wide 
in Reader’s Digest, world’s largest magazine 


~ 


IN SOUTHERN AFRICA, leading diamond mining 
be “area of the world, Reader’s Digest is the leading maga- 
zine—just as it is in most English-speaking countries. 


IN THE EAST— from the Mediterranean to the Pacific, 
in the storied lands of precious gems—prime customers 
for all products are readers of the Digest. 


The Digest is the world’s only “truly international” publica- 
tion with 28 editions in 12 languages . . . 


Circulation 
LATIN AMERICA (5 editions, 4 Spanish, 1 Portuguese) .. . 1,623,309 
CANADA (2 editions, English, French) es dicta d 5 Rehmie ioe 900,000 
BRITISH COMMONWEALTH (5 editions, English) 1,739,606 
WESTERN EUROPE (8 editions, 4 languages)).................... 2,594,114 
SCANDINAVIA (4 editions, 4 languages) ed aca 871,998 
MIDDLE & FAR EAST (3 editions, 3 languages). ........ ea 
UNITED STATES EDITION... ............... ee bacon is hie 11,024,410 

. 19,287,808 


28 EDITIONS, WORLD-WIDE TOTAL mA 
Buy any one edition—or any combination—to seli the markets 

» you choose, without waste circulation. 
) Write for the new booklet: “World Markets Covered by the 
> International Editions of Reader’s Digest,” 230 Park Avenue, 
New York City 17... 410 New Center Bldg., Detroit 2. . . 
®Prudential Plaza, Chicago 1 . . . 6351 Wilshire Blvd., 
s Angeles 48 . . . 235 Montgomery Street, San Francisco 4. 


IN WESTERN EUROPE, where jewelry craftsmanship 
has reached its peak, more people of influence and in- 
come read the Digest than any other monthly magazine. 


IN LATIN AMERICA—where romance blooms in the 
light of the diamond—the Digest reaches more people 
of solid income than any other publication. 


IN SCANDINAVIA, designers set world styles for 
many products. Here Reader’s Digest gives intensive 
coverage of all four great national groups. 


ae 3 


Mes ee 4 
IN NORTH AMERICA— where‘ a diamond is forever” 
for people of all incomes—the Digest provides the 
largest magazine audience in the U. 8. and Canada. 
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Even the Terrace 


Is Consequential 


Now That Burnett Is in the Prudential 


High above Chicago’s traffic 
Where once the Indians council 
kept, 

Plunged in thought there sat an 
adman, 

Mighty adman called Burnett. 


Happy adman in new tepee 

Smoothing out his clients’ affairs, 

Yet, a bleak and empty terrace 
Led the list of all his cares. 


Cuicaco, Nov. 27—With legiti- 
mate pride Leo Burnett Co. on 
Oct. 29 used full-page newspaper 
ads to announce its move into five- 
plus floors of Chicago’s newest 
skyscraper, the Prudential Bldg. 

The ad pointed out that the 
agency is the largest single tenant 
of the Prudential Bldg. and also 
interpolated, “They say our move 
today is one of the biggest in Chi- 
cago office history and, frankly, 

‘we're a little scared.” 

Not only was the agency scared, 
but, as it confessed in a small 
block of type at the top of the ad, 
it was puzzled about what to do 
with,a terrace, which is part of 
its tenancy. “Deep-breathing exer- 
cises? Bird watching? Group sing- 
ing? Helicopter landing?. Sugges- 
tions welcomed.” 


@ Within a short time, suggestions 
came flooding in. A good many 
suggested an apple orchard or 
trees, dovetailing with Burnett’s 
20-year long custom of keeping a 
basket of fresh apples in all its 
reception rooms. 

Other suggestions, with an eye 
on recreation and relaxation, were 
for a cocktail lounge, putting 
greens, sun deck, swimming pool, 
skating rink or ice arena, shuffle- 


“Auctioneers ore now ringing up sales 
thot will total $9,120,000. for Burley 
Tebocco Farmers of the Asheville orea 
- + « and the per pound everage is 
expected to be the highest in history. 
This is added purchasing power. For a 
BIG share .. _ rush those schedules to 
us NOW! 

*Asheville Agricultural and Develop- 
ment Council Estimate. 


COVER THE GROWING 


Circulation now over 60,000 
Representatives: 


The BRANHAM CO. 


board, badminton courts, ping 
pong courts, tennis court, archery, 
curling rink, sun garden for 
wheelchair veterans, outdoor bar- 
becue, a German beer garden and 
an old fashioned bottle garden. 


= More facetious writers proposed 
an idea hatchery, miniature aspi- 
rin plant, vantage point for talent 
spotters, “periscope site” to find 
new stars to reach, test ground 
for wind chimes, motel for migra- 
tory birds, cider press (discreetly 
hidden), gathering place for the 
haute monde, retreat for jingle 
writers, a place for airing gray 
flannel suits and a place for out- 
door pep rallies at twilight for 
late-working people. 


One housewife, who had an ax 
to grind, said the terrace should 
be set aside as a shouting space. 

“In the name of millions of 
housewives who resent being 
shouted at and considered deaf,” 
she wrote, “I suggest a use for 
your terrace. 

“Put those admen and announc- 
ers out on your terrace and let 
them shout their commercials to 
the wind, the sky and Lake Mich- 
igan. Believe me, the results would 
be the same. 

“Don’t they realize that house- 
wives hurry to turn them off? I 
for one, never buy a product with 
shouting commercials. 

“Yours for more quiet commer- 
cials.” 


s One charming letter came from 
a Hungarian, one month out of 
Budapest. He wrote: . 

“I am only 1 month ago in 
America arriving from Budapest 
and this is the explanation of my 


bad English. Excuse me that. 

“I read your advertising very 
interesting ‘We’ve Outgrown Our 
Space’ in the Chicago Sun-Times 
today. In this article you have a 
funny question: What is to do with 
the terrace? 

“I am sure—at first—you know 
it, what kind of purpose will you 
use it, and—at second—you don’t 
need to have a suggestion of a 
hungarian, finally—at third—I 
don’t know the size of the terrace, 
I have never seen it. 

“I propose to make there a little 
sun-caffeteria for the employ- 
ments and for the guests. You can 
put on the table free apples and 
you can to call it: ‘Appleteria.’ 
Naturally you couldn’t make a roof 
but people can use it from spring 
to autumn. 

“I beg your pardon for my ‘sug- 
gestion.’ ” 


® Another writer, with a logical 
bent of mind, hashed over the 


Advertising Age, December 3, 1956 


whole question of an agency stuck 
with a terrace and, in Hamlet- 
like fashion, came to no con- 
clusion after much analysis. He 
wrote: 

“It was with real interest that 
I read your full-page ad in the 
Oct. 29 issue of the Chicago Trib- 
une. 

“Here, I thought, is an agency— 
lean, hungry, alert and ‘runnin’ 
scared.’ Grabbing for stars and ag- 
gressive free thinking young gen- 
iuses. Apples in the corridor and a 
happy, bright, outlook on life, oth- 
er agencies, the Prudential Bldg. 
and America in general. ; 

“In fact everything ‘appeared so 
grand at Mr. Burnett’s agency I 
felt I could excuse the touch of 
self-satisfaction evident between 
the cheery lines of copy. 


# “Then I noted the block of small 
print in the upper right corner of 
the ad. The mental image of Mr. 


Burnett and his hard driving in- 


102 advertiser-agency 
steady reader preference 


The cumulative result of 102 studies sponsored by building product manufacturers and advertising agencies—comprising 
over 100,000 questionnaires and personal interviews over two decades—deserves the close attention of every advertiser 


who seeks to rate architectural magazines on the basis of readership. 


The steady preference of architects and engineers for 
Architectural Record reflects both unequaled quantity and 


quality of editorial service. 


Not only does Architecturai Record publish more editorial 
pages than any other architectural magazine, it is the only 
magazine in its field that is edited specifically for architects 


and engineers. 


This editorial concentration on the working interests of 
active architects and engineers controls Architectural 


Record’s choice of subject matter and method of presenta- 
tion down to the last picture and the last word. 


Add that Architectural Record continuously times and 


balances its editorial content with the aid of Dodge Reports 
of building planning activity to be of maximum value to 
architects and engineers in terms of the work on their boards, 


and you have the basic reasons why Architectural Record 


who work with them. 


is consistently the first choice of architects and engineers 
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genious crew suddenly collapsed. 

“What to do, they were asking 
me, with a terrace? 

“Not knowing the rental rates 
of the Prudential Bldg. I would 
hazard a guess that 5% floors 
comes a bit high. I would guess, 
too, that a commitment in the form 
of a lease was necessary. 

“Going further I would judge 
that at least one and probably 
both of your lawyers were present 
at the formal signing of these doc- 
uments. Too, I would assume that 
they were aware of the terrace 
being part of the package. It is 
at this point that my mental pic- 
ture of Leo Burnett and his happy 
agency fell out of focus: 


e “1. Was the terrace thrown in 
for free—if so why are they both- 
ering me with a problem they 
fancy they have? 


e “2. Was there an extra premi- 
um on the terrace? If its use con- 
fuses them now, it must have con- 


fused them then—why didn’t they 
get 5% floors without a terrace? 


e “3. If an agency overstaffed 
with such Bright and Buoyant 


Boys cannot come up with a sug- | 3 


gestion for use of the terrace, how 
could a plodding, earthbound, mor- 
tal such as I? The use and purpose 
of my own breezeway defeats me. 


e “4. I gather the Burnett man- 


agement has rejected the various|j 


proposals outlined in the small 
copy. I further gather these sug- 
gestions come from ‘The Team.’ 
After reviewing these suggestions 
carefully I came to the decision 
that your management has good 
judgment and your ‘Team’ lacks 
creative originality. 

“Why would an advertising 
agency take a full-page ad to pub- 
licize its own frustration? Leo 
Burnett has an impressive array of 
clients—they could have undoubt- 
edly worked their frustration 
story into one of the clients’ ads at 


EYECATCHER—A Mexican sombrero, 
coffee beans (on which customers 
nibble), miniatur:s and bottles 
make up this point of sale display 
for Kahlua coffee liqueur imported 
by Van Munching Imports. 


the client’s expense.” 

[Ed. Note: As AA went to press, 
Burnett still hadn't decided what 
to do with its terr.ice.]} 


»|American Book Uses 


Yule Consumer Push 
Again; Drops Coupon 


New York, Nov. 27—For the 
seventh year, American Book- 
Stratford Press is helping its cus- 


© | tomers sell books. 


American is now running facing 
pages in the Chicago Tribune’s 
“Magazines of Books,” New York 
Herald Tribune, New York Times, 
New York World-Telegram & Sun 
and the Saturday Review. The ads 
urge business executives to give 
books as gifts at Christmas time. 

American Book, which produces 
books for leading publishers, gets 
an indirect return from its cam- 
paigns and figures that anything 
strengthening the book market 
strengthens its own position. 

In previous years, American 
used a coupon in its ads, offering 
a free booklet, “100 Best New 


sponsored studies show 


for Architectural Record 


Most significant to advertisers is the fact that since January 1955 Architectural Record has won 25 out of 27 studies 
sponsored by building product manufacturers and advertising agencies to find out for themselves the reading habits of archi- 
tects and engineers. Results of these studies are available on request. 


Advertisers too prefer Architectural Record 
Again in 1956, building product advertisers are placing more pages of advertising in Architectural Record—43% more 
than in the second-place magazine—68% more than in the third-place magazine. Here’s why: 


of over 85% of the total dollar value of all architect- 
lanned. Paicrsaina nonresidential and residential, small and 
mented by Dodge 


1 Steady Tan of architects and engineers for. Archi- 


* tectural Reco: 


y] Largest architect and engineer circulation in the field. 4 
9. 


LAS 


Architectural Record 


119 West 40th Street, New York 18, N. Y. 


3. hie 


Reports. 


Ge cost per page per thousand architect and engineer 


circulation. 
Advertising leadershi 


—unbroken for ten onesies 


Architectural Record the largest and busiest magazine market 


place in building. 


4éworkbook of the 
active architect 
and engineer’? 
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Books for Christmas Giving.” But 
the thing was “too successful.” 
Coupons poured in, but not so 
many from business men.. They 
came from “out of the way places 
where book availabilities are limit- 
ed.” One came from faraway Indo- 
nesia. 

The coupon’s been dropped, 
American says today, because 
“business executives—the people 
who buy multiple copies as gifts 
for friends and clie:ts—<don't use 
coupons. They ask their secretaries 
to pick up the phone and order 
books, or they ask them to stop 
in at the nearest bookstore.” 


@ While American says it has no 
way of measuring precisely the 
results of its seven years of pre- 
holiday promotion, it discerns a 
trend, among larger bookstores, of 
buying space and aiming the copy 
at business executives. “That’s 
something we started,” says the 
manufacturer. 

American’s agency on the drive 
is Lewin, Williams & Saylor. 


STAY OUT 
FRONT" 
WI 


*LEADS IN RATINGS 
249,895 TV SETS 


1153-Ft. TOWER 
MAXIMUM POWER 


KTBS:/, 


CHANNEL @e@ 


SHREVEPORT 
LOUISIANA 


E. Newton Wray, President and Gen. Mer. 
NBC and ABC 


Represerted by 

Edward Petry & Co., inc. 
NEW YORK * CHICAGO «© ATLANTA ¢ DfTROIT 
LOS ANGELES * SAN FRANCISCO « ST LOUIS 


*July, 1956 Shreveport Telepulse Survay. 
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Milk sales stay up when the sun goes down... 
thanks to low-cost signs of “SCOTCHLITE”! 


REFLECTIVE SHEETING 


Steady, 24-hour selling! Yours with brilliant, colorful highway signs of “SCOTCHLITE” 
Sheeting. And only signs of “ScoTcHuiTe” Sheeting can give you such low, low cost per 
thousand—high, high readership. For a free demonstration of powerful, day-and-night 
reminder advertising, write Minnesota Mining & Mfg.Co., Dept. AA-1236, St. Paul6, Minn. 


cM f “SCOTCHLITE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co, 
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Department Store Sales... 


Report 1% Gain in Week Ended Nov. 24 


WASHINGTON, Nov. 29—Depart- 
ment store sales in the week ending 
Nov. 24 were 1% ahead of sales for 
the similar week of 1955, according 
to the Federal Reserve Board. 

For the four weeks ending then, 
sales were also 1% ahead of a year 
ago, and for the year to that date, 
they were 3% ahead. 


# Four Federal Reserve Board dis- 
tricts reported losses for the week. 
The Cleveland district, where a 
newspaper strike had left the city 
of Cleveland newspaperless, re- 
ported the greatest loss—6%. Other 
losses were reported by San Fran- 
cisco (4%); Kansas City (1%); 
and New York (1%). Philadelphia 
reported no change. 

The remaining districts reported 
gains as follows: Boston, 1%; Rich- 
mond, 2%; Atlanta, 10%; Chicago, 


Louisville’s 


BEST KNOWN FIGURE 


+ The WHAS-TV Channel 11 figure here promotes the film series 


| “Crunch and Des” for Coca Cola and Lincoln Bank and Trust 


‘ Company. He’s a sensitive emcee on other slides, attracting viewers 


to Gateway Supermarkets’ quiz show, “Sense and Nonsense”. 
This versatile little fellow, despite costumes or high water, 


always is recognizable as a reminder to viewers that on Channel 


11 may be found the best in local and national spot shows. 
He should remind you that for selling results, individual 


and distinctive treatment, your advertising deserves the impact 


of programming of character. In Louisville) WHAS-TV 
programming PAYS OFF! 


Are you participating? 


VICTOR A. SHOLIS, Director 
NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Lovisville Times 


416 000 WATr¢ 


6%; St. Louis, 4%; Minneapolis, 
9%, and Dallas, 2%. 

Detailed breakdown of sales in 
the districts will be available for 
the Nov. 24 week next Monday. For 
the previous two weeks, sales 
broke down as follows: 


% Change from '55 


Week Ended 
Federal Reserve Nov. Nev. 
District Area, and Janets 1 7 
UNITED STATES . iti. eee oF 
Boston District ...................... —5 +2 
Metropolitan Areas 
7 +3 
Downtown Boston ............ —ll +1 
Suburban Boston .......... +1 + 10 
Cambridge .............. +5 0 
LeGTNED | canccosccsvssesncsrsovsees -¢@ +83 
Quincy devindesilaea 411 +5 
IE ieitiietitsetcensicncensite —3 —ll 
Cities 
Springfield ................. —5 0 
Providence .............. , +5 —S5 
New York District ....... m8 +10 
Metropolitan Areas 
EE dicetbeisigne Settiows -6. +11 
New York-N.E. 
New Jersey —8 +10 
Newark . —8 +8 
New York —8 Q 
Rochester .. r—2 12 
Syracuse .. eltnny * oar 4 
Philadelphia District Se 7 


Metropolitan Areas 


Wilmington —5 3 
Trenton ....... —3 9 
Lancaster r— 3 4 
Philadelphia r—10 7 
Benth : 20 
Scranton expences a oe | 1 
Wilkes-Barre-Hazelton _ oie r+ 1 6 

5 


Cleveland District . a rms 
Metropolitan Areas 


+ 
3 
FHL Ht Lt + FHIFH+H+ F444 


+12 8 

— 6 9 

—8 7 

—4 4 

—9 9 

+1 7 

—6 3 

+3 7 

gh .. io oll 9 
Wheeling-Steubenville a 
Richmond District = rm 5 +10 


Metropolitan Areas 
Washingt 
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PR Won: McCrary 


Advertising Age, December 3, 1956 


Madison Ave. a 
‘Casualty’; Ike's 


But Forrestal, New 
PRSA Head, Tells PR 
Men They're No Svengalis 


Mitwavukege, Nov. 27—“Madi- 
son Ave. emerged as the biggest 
casualty in this [past election] 
campaign—and most in need of a 
public relations job,” a New York 
public relations executive said 
here yesterday. 

Tex McCrary, chairman of Tex 
McCrary Inc., told a panel session 
of the national public relations 
conference of the Public Relations 
Society of America that “90¢ of 
every dollar spent on tv in the 
recent campaign was wasted mon- 
ey. The front pages won this 
campaign, and public relations 
men are supposed to understand 
the value of Page 1.” 

More than 1,000 public relations 
men registered for the three-day 
convention. 

Mr. McCrary, a former news- 
paper man, who aided in the 1952 
and 1956 campaigns of President 
Eisenhower, criticized the “weak- 
ness of advertising men who think 
you can sell principles as well as 
handkerchiefs” in paid advertis- 
ing space. 


® Panelists on public relations as 
a sales tool agreed that in order 
to market a product a groundwork 
of public relations must be initi- 
ated to get acceptance of it by the 
American public. 

Rex Paxton, public relations di- 
rector of Sutherland Paper Co., 
Kalamazoo, said that after the pr 
operation comes advertising—sow- 
ing the seed—and finally the sales 
force which harvests the crop. 


® D-~ J. Forrestal, public rela- 
tions manager of Monsanto Chem- 
ical Co., St. Louis, was elected 
the society’s president for the 
coming year. Formerly vp, he suc- 
ceeds Howard Chase, president of 
Communications Counselors, New 
York. Other new officers include 
Kenneth W. Haagensen, Ocono- 
mowoc, Wis., director of public 
relations, Allis-Chalmers Mfg. Co., 


vp; Harold B. Miller, head of the 
department of information and 
executive director, Oil Industry 
Information Committee, American 
Petroleum Institute, New York, 
chairman of the executive com- 
mittee; S. D. Smith, public rela- 
tions executive, Memphis, secre- 
tary, and Dudley L. Parsons, Dud- 
ley L. Parsons Co., New York, 
treasurer. 


s Mr. Forrestal told a luncheon 
session that public relations practi- 
tioners need a sense of humility as 
well as a sense of sophistication in 
this “interim period of our profes- 
sional development.” 

In asking what impressions are 
made by public relations practi- 
tioners “who indicate they can en- 
gineer consent,” Mr. Forrestal de- 
clared that “it’s bad _ public) 
relations for a public relations man | 
to imply that he is Svengali and| 
the public his Trilby. Furthermore, | 
the very wisest of our wizards is| 
a man without a hex, a man with- 
out the long, formal opera cape.” | 

He declared there is an urgent 
need for the development of im- 
proved methods of evaluation of 
pr, noting that the “very best of 
our programs, annual reports, com- 
pany magazines, visual aids, 
speeches and literature are only a 
means to an end, not an end in 
themselves.” 

PRSA will have a membership 
approaching 2,500 by the end of 
1956, and, he said, 40,000 persons 
are estimated to be engaged in 
supervisory public relations in the 
U.S. 


Hitchcock Increases Size 
of Two Magazines to 7x10” 
Hitchcock Publishing Co., Whea- 
ton, Ill, will increase the size of 
its Wood Working Digest, now 
5%x7%”, to a standard 7x10” for- 
mat, effective with the January, 
1957, issue. Advertising rates have 
been adjusted to reflect the new 
page size. Effective the same date, 
a b&w page, one time, will cost 
$300. Current page rate is $190. 
Hitchcock also has converted its 
Carbide Engineering, formerly a 
digest size, to a 7x10” format with 
the October issue. The publication, 
now a bi-monthly, will be pub- 
lished monthly, starting in Decem- 
ber, 1956. Effective with the Octo- 
ber, 1956, issue, ad rates for 
Carbide Enginering were revised 
—a b&w page, one time, going 
from $150 to $370. 


is the word for the 


com-mu’ni-ca‘tive* 


Newsweek reader 


CAN YOU GUESS 
THE MAGAZINE 
OF BUSINESS 
THAT ATTRACTS 
THESE READERS? 


¢ They’re in the top 5% of the nation in in- 
come—with an average of $16,925 a year. 


¢ More than 80% are active in business. Of 
these, 86% are executives. 


© 94.7% travel in the course of a year, averag- 
ing 8.8 trips. 


e They live well—in fact, quite a bit better 
than most. Over 90% own their own homes 
(average value: $28,595). 


e Not only do 93.4% own cars, but more than 
one-third own a second car. More than 5% 
own a third car. 


© How are they fixed for money? Their average 
net worth is more than $120,000. 


e A large portion of their reserve is in common 
stocks. Over 95% own common stocks, and 
their average portfolios total more than 
$64,000 in value. 


¢ 32% actually make investment decisions for 
others! 


See how good a guesser you are. 
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‘Insulation’ Names Bandini 

Insulation, Lake Forest, Ill., has 
appointed Robert J. Bandini east- 
ern advertising manager, with 
headquarters at 230 West End 
Ave., New York. Mr. Bandini, for- 
merly with Flower Classics Inc. 
and with Ruthrauff & Ryan, will 
handle sales in New England and 
the Atlantic seaboard states. 


A PUBLISHERS’ REP 
CAN SELL IT BETTER! 
—and especially 33 a 
in the West where : 
greater manpower, 
broader experience 
and contacts pay 
off for publishers. 
ll-state coverage. 
Offices in San 
Francisco and Los 


v 


“Mo’’ Kimba’ 


, 


LOS ANGELES + 2550 Beverly Boulevard 


‘Bus Transportation’ 
Is Combined with 
‘Fleet Owner’ 


New York, Nov. 27—Bus Trans- 
portation, a McGraw-Hill monthly, 
will discontinue as a separate pub- 
lication with its December issue. 
Thereafter, starting in January, 
many of its editorial features will 
be incorporated in a sister publi- 
cation, Fleet Owner. 

Shelton Fisher, publisher of both 
papers, in a letter to subscribers 
and advertisers, points out that 
“the problems of the bus industry, 
over recent years, have had their 
effect on Bus Transportation, It 
does not have the publication in- 
come it once enjoyed. 

“Effective with the issue of Jan- 
uary, 1957,” Mr. Fisher said, “the 
editorial service of Fleet Owner 
will be expanded to serve the 
whole field of the hard-use, fleet- 
operated automotive vehicle.” 


® All of the personnel of the 
paper will be incorporated in the 
Fleet Owner organization, Mr. 


TOVARICH CLEMENTINE?—V. K. Tishchenno, of Moscow, 
pleads for help in correcting the flat feet of “a girl I 
know well” in this letter to Scholl Mfg. Co. The 


1926, issue of Strand, a British publication. 


Fisher told AA. Subscribers to Bus 
Transportation have been offered 
the opportunity of continuing their 
subscription with Fleet Owner, if 
they desire. If not, they will re- 
ceive a cash refund. 

At this time, Mr. Fisher said, 
he cannot predict what the increase 
in Fleet Owner’s circulation will 
be, but he estimated it would be 
substantial. The paper’s current 
ABC circulation, he said, is about 
36,000. Bus Transportation’s total 
paid circulation is about 9,000. 

Advertisers are being asked to 
switch their contracts to Fleet 
Owner at current rates, which, 
Mr. Fisher said, “will remain un- 
changed throughout 1957.” Current 
base rate in Fleet Owner, one-time 
b&w page, is $500. Comparable 
base rate in Bus Transportation is 
$375. 

Bus Transportation was estab- 
lished in 1922, Fleet Owner in 1928. 


Mogul Reports Record Billings 
Emil Mogul Co., New York, re- 
ports its October gross billings 
were over $1,000,000—the first 
month in the agency’s 16 years 
that billings ran to seven figures. 
Mogul expects 1956 billings to be 
about $10,000,000, a new high. 


McCarthy Joins Sylvania 
Thomas E. McCarthy, formerly 
with the Wall Street Journal, has 
joined Sylvania Electric Products, 
New York, as project manager in 
the public relations department. 


OUTDOOR ADVERTISING COMPANY ADOPTS 
AMERICA’S NEWEST OUTDOOR ILLUMINATION 


There are two simple reasons why PACKER has joined the 
pe outdoor firms adopting COLUMBIA 


scores of peas 

ELECTRIC'S “SOD” “Outdoor Luminaire”: 
1. Y% the power cost of incandescent system. 

2. Superior levels of even illumination. 

Why not start saving now—with the added advantages of 
greater impact and saleability for your Poster Panels. 

Write or wire today for illustrated brochure and price lists. 


COLUMBIA SLECTRIC 
& MANUTIACTURING Co. MANUIACTURING BIVISION 
7O Ben 2188 EPORANE, WASHINGTON KBystene 4-9371 


DESIGNERS, ENGINEERS AND MANUFACTURERS OF QUALITY LIGHTING 


Miss 


ne 


letter begs “In heaven’s name do it, please.” The 
Muscovite was inspired by an ad in the June, 
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It's KORBES— 


THE MAGAZINE FOR THE -An2€ DECISION 


What’s so special about a man who’s worth $120,000... and why should 
you want to reach him with your advertising message? 

Your answer is here in Forbes. The Forbes man is a top-level business 
man .. . he’s the vital key to purchasing decisions for his company . . . he’s 
a superb market for all kinds of personal products . . . and he influences 
others to buy. 

You may well ask “Why is he a Forbes man?” 

And the answer is simply this: no other magazine in the business-manage- 
ment field gives him precisely the information he wants and needs to 
make a decision— finally—about a product, an idea, a service, a com- 
pany, or an investment. That’s why Forbes’ circulation has increased 
over 100,000 in the last five years. That’s why Forbes has vaulted so 
dramatically into the charmed 200-300,000 circulation bracket ... and 
why, right now, it’s the best value for your advertising dollar in the field. 


To get all the facts... to get the inside story on this richest of business 
markets... send for “The Men Who Make America’s Final Decisions” 
today. This free information-packed brochure will open your eyes to all 
you may now be missing. 
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57% ON THE ILLINOIS SIDE 
ROCK ISLAND + MOLINE + EAST MOLINE 


where 9 out of 10 families read 
THE DISPATCH or THE ARGUS 


Opens ‘Longest’ Ink Plant 

The “longest” ink-making plant 
in the world, according to the com- 
pany (which also owns the two 
largest), has been opened in Cin- 
cinnati by the Printing Ink divi- 
sion of Interchemical Corp. The 
newly-acquired, remodeled build- 
ing is nearly 600’ long, and is 
Interchemical’s third largest man- 
ufacturing unit. The new unit also 
provides space for administrative 
offices and research laboratories; 
150 employes from the company’s 
ink-making facilities in another 
location have been transferred to 
the new plant. 


Andersen, Powers Join NL&B 

John Andersen and Tom Powers 
have joined the research depart- 
ment of Needham, Louis & Brorby, 
Chicago. Mr. Andersen was for- 
merly assistant sales manager of 
the wholesale sales division of 
Chicago Printed String Co. Mr. 
Powers recently was discharged 
from the Navy. 


Ninth largest pert in the U. $_, Tolede is 
the center of a billion-dollar market 
now. What will it be when the St. Lawrence 


Seaway is completed? Keep your sights 
trained on Tolede, the key to the sea. 


are the key to the 
BILLION DOLLAR TOLEDO MARKET 


When you think of Ohio, think _ total retail sales. And of course 


\ 


of Toledo, the third largest Ohio the Toledo newspapers are the 
market in food, drugs, autos, key to this $1,222,296,000 mar- 
liquor, filling station sales, and ket. There are no duplicate keys. 


Ask for THE BIG PLUS. If you want to inform and stimulate all local 
marketing factors for your nerl campaign, just ask us for THE BIG PLUS. 


TOLEDO BLADE oes omd Suadoy. TOLEDO TIMES Mowing 


ee Pre een te o 8 


MOLONEY, REGAN & S¢ Rat TY, Ine. 


Advertising Age, December 3, 1956 


Ferry Receipts (or 
Equivalent Thereof) 
Are Schenley Prizes 


(Continued from Page 2) 
Island ferry boats. The runner-up 
will get the 24-hour take of a toll 
booth on the Triborough Bridge on 
a day when cars are lined up for 
blocks—presumably on a weekend. 


s Winners of third and fourth 
place will get the equivalent of a 
full 24-hour traffic take through 
a subway turnstile in Grand Cen- 
tral Station, busiest point on the 
New York subway. 

Besides the four big winners, 100 
other contest entrants will each 
win the day’s receipts of a penny 
gum machine in a prime location. 

(For other zany contest prizes, 
see story on Page 2.) 

To enter the contest a person has 
only to register his name and ad- 
dress when visting the showcase 
exhibition, which will remain in 
the parking lot here until Jan. 23. 
After that it will tour other bor- 
oughs in the metropolitan area 
and then go on the road. The itin- 
erary has not been worked out in 
detail. 

The showcase, housed in special- 
ly constructed twin trailers, dis- 
plays 21 elaborate exhibits. These 
include a working model of a 
Schenley gin distillery, gold-plated 
table settings with hand-cut crys- 
tal, antique books on distilling 
from the library of Dr. A. J. Lieb- 
man, president of Schenley Re- 
search Institute, and a variety of 
other exhibits to demonstrate 
modes of elegance in modern liv- 
ing. Also shown are examples of 
Schenley’s contributions to “the 
age of elegant living,” in the form 
of packages, decanters, bottles, 
products and suggestions. 

When the trailers go on the road 
next year they will be supported 
by local advertising during their 
visits to communities from coast to 
coast. 


Martin to Michener & O'Connor 

Alex L. Martin, formerly assist- 
ant director of public relations of 
the American Automobile Assn., 
has been named director of pub- 
lic relations of Michener & O’Con- 
nor, Harrisburg, Pa. Among Mr. 
Martin’s duties with the agency 
will be public relations counsel 
for the AAA-Pennsylvania Motor 


COMPATIBLE 


Here's a merchandising 
service that makes for 
a perfectly integrated 
space-and-—direct-—mail 


campaign, saves you 
enough money on direct 


mail production costs 
to pay for a powerful 
businesspaper campaign. 


Get the facts! 


TRAFEIO 
WwoRiD 


515 Madison Ave., N 
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FLUSHED WITH SUCCESS—Following 
successful test marketing in Syra- 
cuse, Products of Progress Inc., 
New York, will use this somewhat 
unusual approach to introduce its 
new toilet cleaner product soon via 
one or two-column b&w ads in na- 
tional magazines. This ad is from 
Retailing Daily. S. Duane Lyon 
Inc. is the agency. 


New Sunkist Unit 
Aims Promotion at 
Institutional Market | 


Los ANGELES, Nov. 29—Sunkist 
Growers is planning to give new 
promotional emphasis to the insti- 
tutional food service field and has 
established a new division for that 
purpose. The entire activity will 
be under the supervision of Gail 
Anderson, assistant dealer service | 
manager. | 

In New York, James Jordon, 
formerly a Sunkist sales and mer- 
chandising representative in the 
Providence area, will head the new 
activity. E. F: Maxon, who for- 
merly conducted such work for 
the co-op, has been called tem- 
porarily from retirement to help 
launch the new program, from 
headquarters in Chicago. He also 
will help select and train person- 
nel for the Midwest. H. L. Leonard, 

anager of the extractor sales di- 

ision, will be responsible for the 
western area. 

In announcing the move, Russell 
Z. Eller, Sunkist advertising man- 
ager, termed the field to be cov- 
ered a “vast, varied and important 
one.” It includes restaurants, hos- 
pitals, fast-food, fountain and bar 
outlets. In-plant feeding services 
are also a prime target 


® The objective of the new divi- | 
sion is to increase the use of fresh 
citrus in mass-feeding operations. 
Mr. Eller said Sunkist has devel- 
oped such an amazing amount of 
new scientific research on the 
health values of fresh citrus that 
an educational job must be done in 
the institutional field. 

New literature has been pre-’ 
pared to present appetizing food 
service ideas featuring fresh citrus 
fruits for institutions. This will be 
supplemented by additional litera- 
ture and personal contacts empha- 
sizing the appetite appeal and nu- 
tritional values of fresh oranges 
and lemons. 


.Langendort Buys ‘Hawkeye’ 
‘for West Coast Sponsorship 

_Langendorf United Bakers, Los 
Angeles, has bought “Hawkeye and 
the Last of the Mohicans” for 
sponsorship in West Coast markets 
starting in January, through 
Compton Advertising, San Fran- 
cisco. Previously the program—a 
Television Programs of America 
product—had been sold in Canada, 
where it is being carried over CBC 
beginning Dec. 8. 

The telefilm series was produced 
in cooperation with CBC and is the 
first commercial telefilm series 
produced in Canada. The series 
has been acquired for distribution 
outside the Americas by Incorpor- 
ated Television Programme Co. 


Hallmark Pushes Booklet 

“The Art of Gift Wrapping,” a 
32-page booklet published last 
month by Hallmark Cards, Kansas 
City, Mo., has proved so success- 
ful that the company has run off a 
second edition. The booklet, avail- 
able at stationery counters at 25¢, 
is being advertised during Novem- 
ber and December in Life and TV 
Guide. Commercials are also 
scheduled on the company’s “Hall 
of Fame” (NBC-TV) Dec. 16. 
Foote, Cone & Belding, Chicago, is 
the Hallmark agency. 


Bogerts, Roy Rogers Part 

The Bogerts Inc., Los Angeles, 
has resigned the advertising ac- 
count of Roy Rogers Enterprises, 
effective Dec. 31, after seven years’ 
association. The move was attrib- 
uted by E. V. Bogert, president of 
the agency, to a “basic conflict 
over advertising and merchandis- 
ing policy.” 


MacManus, John Exec Calls 
on Classics for Cadillac Spots 
Mark Lawrence, an “ex-saloon 
piano player,” and tv-radio produc 
tion director for MacManus, John 
& Adams, has come up with some 
commercials for Cadillac in the 
classical tradition. He uses 35 mu- 
sicians—the most ever for a musi- 
cal jingle—and the music “suggests 
Chopin and not Dizzy Gillespie.” 
The agency says the commer- 
cials—a dozen 20-and 50-second 
spot announcements on about 75 
tv and 2,000 radio stations—are 
even used by WQXR, New York, 
“which customarily shudders at 
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the mention of a commercial! jin- 
gle.” 


singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


WILLIAM A. KELLER hos been named 
vp of marketing, « new post, of 
Kiekhaefer Corp., Fond du Lac, 
Wis., maker of Me-cury outboard 
motors. Mr. Kelle formerly was 
sales manager of ‘he Studebaker 
division of Stud baker-Packard 


Imprinting— our specialty ! 
© Magazines 


Sersen’s Mail somple’ 


@ Booklets 
@ Feiders 


fer Quotation ee 
IMPRINTING, Inc. ““sespsoks 3-20 


Cor} 


Secret 


One of the secrets behind the popularity and success of today’s leading trade 


and industrial publications is legwork . . . endless miles of travel, endless hours 


of digging for facts and figures and news of importance to the reader. For once 


they establish a reputation for timely and authentic reporting, an editor and 


his staff have won for themselves a large and loyal audience . . . and their publi- 


cation becomes an ideal medium in which to advertise the products and services 


needed by an industry. 


Chilton Company, with a background of more than 100 years’ experience, 


publishes 15 trade and industrial magazines. Each covers its chosen field 


with an editorial excellence and strict control of circulation that assure 


confidence on the part of both readers and advertisers. In this acceptance 


lies the full measure of their selling power. 


GC 


Jewelers’ Circular—Keystone + Aut 


COMPANY 


Chilton 


Chestnut and 56th Strects » Philadelphia 39, Pennsyleania 


CHILTON PUBLICATIONS: Department Store Economist « The Iron Age « Hardware Age + Spectator « Hardware World 
tries + Gas « Distribution Age « Optical Journal and Review of Optometry 


Motor Age « Boot and Shoe Recorder « Commercial Car Journal « Butane-Propane News « Electronic Industries + Book Division 
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( ioe.) 
$20,000 Hand... 


Somewhere there's a business exec- 
utive or copy chief who needs 

time to time a detached ae - 
radic, highly 


hand. Perhaps it’s a 
specialized job that his agency or 
advertising department sn't 


equipped to handle. Maybe he needs 
a collaborator for that speech or 
dream-book for which he has the 
talent but not the time. Maybe it's 
a book or direct mail campaign— 
a ao et ma R. 
stratospheric rhaps 
months of personal cessaneh, by a 
Madison Avenue ace, but stili ine 
ned for the touch of a $20,000 


A nationally-known copywriter, 
author, account executive—a semi- 
ti fugitive from the Madison 
ichigan Avenue daily grind—is 
now available on a “down-to-ea: 
rt-time or piece basis for free- 
wae ents that offer a chal- 
andor creative skill. Estimates 
or consultation without obliga- 
 — Write 


AD SING AGE 
200 E. finnots St., Chicago 11, Ill. 


i 


not 


FLAVOR FED 


GLEEFUL ESCAPE—In this juxtaposition of posters, the 


of Wiedemann’s beer. Both posters were put up by 
turkey-that-got-away heads happily for a bottle Harold Advertising Co., Newark, O. 


"re ANS 


asm 


Lehn & Fink Buys Ogilvie 
Lehn & Fink Products Corp., 
New York, has purchased Ogilvie 
Sisters, New York, hair treatment 
and grooming aids company. The 
company will be under the man- 
agement of the Dorothy Gray sales 
division. No marketing changes are 
contemplated until after a study 
of Ogilvie Sisters packaging has 


been completed. 


“why we buy BARRON'S’ © 


by 


_ “One objective of our corporate advertising pro- 

gram is to familiarize the business community with the great 

- strides being made by Chessie’s railroad. No corporate 
advertising campaign is complete unless a portion of it is 
beamed at the business community’s heart—the world of 
finance. We feel our campaign in Barron's reaches this 


important group.” 


B ARRON’S has 73,000 subscribers — investment- 
minded, finance-minded, profit-minded. This is the kind of 
audience that can take your corporate message and bring it to 
life—can read it, understand it, spread it, do something about it. 
BARRON ’S is the publication for people whose interest in 


your company is second only to 


BARRON’S—The Financial Weekly. 


WALTER S. JACKSON 
Advertising Manager 


THE CHESAPEAKE 
RAILROAD COMPANY — 


~ | public school market can be found 


BARRON'S 


brwaw sal 


Leaven of Capitalism 


Adminearation Would Add It wo TVA 


AND OHIO S 


yours! 


NEW YORK 
50 Broadway 


CHICAGO 
711 W. Monroe St. 


BOSTON 
388 Newbury St. 


LOS ANGELES 
2999 W. 6th St. 


ATLANTA 

75 Eighth St., N.E. 

Blanchard - Nichols - Osborn 
ADV. & P.R. EXECUTIVES 

We'll gladly send next 4 issues to 


your home, free, to acquaint you 
with Barron's profitable content! 


Sports Afield has just completed 
an automotive survey of its read- 
ers. The study reveals that, of 1,322 
replying, 98.1% own cars, and the 
majority indicated they have four- 
door, 1955 models. Also, 64.4% said 
that their cars were new when 
purchased, and 33.5% said that as 
far as color is concerned, they pre- 
fer a two-tone car. Some 67.9% 
said they would not buy a new 
car within a year. The study re- 
veals statistics concerning auto ac- 
cessories, insurance, choice of gas 
and oil and the use of credit cards. 


e A portfolio of market facts on 
Rockford, Ill., has been produced 
by WROK, Rockford radio station. 
Data covers population, home 
ownership, food, drug, automotive, 
etc., sales. Copies are available 
from Betty Thro, promotion man- 
ager, WROK, Rockford, Il. 


e Up-to-date information on the 


in “Some Basic Facts about the 
Public School Market & The Na- 
tion’s Schools,” a market-media 
file issued by Nation’s Schools. 
Copies are available from R. T. 
Sanford, director of market re- 
search, Nation’s Schools, 919 N. 


' | Michigan Ave., Chicago 11. 


e Added prosperity is being creat- 
ed in the Duluth-Superior area by 
three of the country’s biggest eco- 
nomic developments in _ recent 
years: Taconite mining, develop- 
ment of the St. Lawrence Seaway 
and the discovery of oil in the 
Dakotas and Canada. These facts 


'|and vital statistics on the Duluth- 


Superior market are contained in a 
new brochure issued by the Du- 
luth Herald & News-Tribune, 
“New People, New Towns, New 
Industries for Duluth-Superior.” 
Copies may be obtained by writing 
the promotion department, Ridder- 
Johns, 41 E. 50th St., New York. 


Agricultural Ad Assn. Bows 

Approximately 30 agency, media 
and advertising men in Chicago 
have formed the Agricultural Ad- 
vertising Assn. Purpose of the new 
group is to provide a central forum 
where advertisers, agencies and 
media can meet to secure a better 
understanding of advertising and 
marketing problems as they apply 
to agriculture. The first round- 
table session formalizing the asso- 
ciation will be held Dec. 3, when 
the group will hear Sidney 
Caughey, a member of the Illinois 
State Agricultural Stabilization 
and Conservation Committee, dis- 
cuss “Marketing and Advertising 
Aspects of the Soil Bank Pro- 
gram,” at a luncheon meeting in 
the Hamilton Hotel, Chicago. 


Conn. Assn. Forms PR Group 
The Manufacturers Assn.‘ of 
Connecticut, Hartford, has formed 
a public relations committee with 
the primary objective “to contrib- 
ute toward public understanding 
of the role of people in Connecti- 
cut industry and how industry is 
able to provide the jobs and pay- 
rolls that are a major factor in 
Connecticut people having the 


highest family income in the U.S.” 


REMEMBER.. 
when you’re 
placing 
automotive 
adver- 


SOURCE: 1955: § 


A Brush-Moore Newspaper 
represented nationally by 
Story, Brooks & Finley 


TIVE MARKET - 


THAN 
TH BEND 


THE ONLY 


*|the leading players in the Broad- 


_|ning in January. 


Information for Advertisers | 


||combine its Christmas and New 
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General Cigar Uses Musical 
Stars in TV Commercials 
General Cigar Co. is now using 


way musical hit, “The Most Happy 
Fella,” in tv commercials on its 
NBC-TV network program, “Na- 
tional Bowling Champions,” and 
in syndicated shows and spots in 
Boston, New York, Rochester and 
several cities on the West Coast. 
In special tv lyrics, written by 
Young & Rubicam, the stars sing 
parodies of the play’s title song. 
In addition to the tv campaign, 
point of sale material with “The 
Most Happy Fella” theme will be 
used in White Owl outlets, begin- 


‘Life’ Sets Combined Yule Issue 
As it did last year, Life plans to 


Year issue into one double issue. 
Ad rates for the issue, which will 
deal with “The American Wom- 
an,” remain unchanged. Cover 
price will be 35¢. 


tog 8 J 9.2% crocery otauers’ 
ini PREFERENCE 
MgC a 5.3% 


WISCONSIN 
DEALERS GET 
EXCITED 


WHEN YOU ADVERTISE 
IN THE LOCAL PUBLICATION 
THEY PREFER 


Your dealers in the No. 1 
Dairy State, where farm in- 
come is close to $1 billion a 
year, know from experience 
their sales go up when you 
back them up with advertising 
in Wisconsin Agriculturist and 
Farmer. It’s the localized pub- 
lication read by 9 out of 10 of 
their best customers. 

The above chart shows re- 
sults of a study in which grocery 
dealers were asked, “In which 
publication, edited for farmers, 
do you prefer to see advertis- 
ing of merchandise you sell?” 
Other dealer preference studies 
on request. 


riculturist 


Richard S. Pierce, Publisher 
Racine, Wisconsin 
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This Week in Washington... 


U. S. Finds Lease-Buy Too Costly 


By Stanley E. Cohen 
_Washingten Editor 

Wasuincton, Nov. 29—About 
$500,000 in advertising earmarked 
for U. S. newspapers may be lost, 
largely because rising interest 
rates are forcing the General Serv- 
ices Administration to take anoth- 
er look at the much-publicized 
lease-purchase program for new 
buildings. 

The ads would be used to solicit 
bids on roughly 100 new buildings 
which Uncle Sam would like to 
have. The response te lease-pur- 
chase invitations so far has been 
poor, however, and the whole pro- 
gram is currently being re-exam- 
ined. 

As unveiled two years ago, 
lease-purchase was supposed to 
save money for the government by 
inducing private syndicates to 
build the structures the govern- 
ment needs. In practice, however, 
the rising cost of money reduced 
the profit possibilities for private 
investors. So now there is a feeling 
private financing is so expensive 
the government might better bor- 
row the money directly itself. 

e 7 ” 

‘Publicity Deduction’: If you are 
taking an African safari and in- 
tend to have your company charge 
it off as advertising expense, be 
sure to keep a scrapbook which 
you can show to the tax collector. 

Owners of Sanitary Dairy, Erie, 
Pa., made such a trip. When they 
turned in a $16,000 expense tab, 
the tax collector rebelled. 

In an appeal to the tax court, 
they pointed out their travels had 
been carefully publicized. After 
their return, the company even 
promoted widespread public show- 
ing of films from their trip. 

The court’s decision upholding 
their deduction was bitter medicine 
to the Internal Revenue Service. 
In a special warning to others, the 
tax people said it regards this case 
as “unique and exceptional” and 
said milar deductions will be al- 
lowe: “only in those cases where 
the facts and circumstances are 
substantially similar.” 

- * 

No Excise Cuts: With defense 
spending likely to increase by a 
minimum of $2 billion next year, 
a House ways and means subcom- 
mittee offered little encourage- 
ment to witnesses from consumer 
goods industries who came down 
to argue for repeal of 19% federal 


excise taxes. One witness worried | 


the subcommittee when she argued 
that lipsticks and cosmetics are as 
essential to working girls as razor 
blades are to men. But her opti- 
mism soon evaporated as Rep. 
Noah Mason (R., Ill.) observed 
that he had a definite impression 
that men paid their full share of 
taxes. . 

The subcommittee is concerned 
chiefly with a highly technical bill 
streamlining the administration of 
excise tax laws. Its efforts to elim- 
inate loopholes and unnecessary 
red tape have Treasury endorse- 
ment. But Dan T. Smith, assistant 
to the Secretary of the Treasury, 
cautions that he doubts the ad- 
ministration is prepared to go 
along now on any substantial re- 
visions of rates. 4 


an . _ 

Credit Control Ahead? If con- 
sumer credit controls become a 
priority item next year, President 
Eisenhower will find a top author- 
ity within his official family. The 
expert is Dr. Raymond Saulnier, 
new chairman of the Council of 
Economic Advisors. In fact, Dr. 
Saulnier is the man who drafted 
the instalment credit regulations 
used by the Federal Reserve Board 
during the Korean campaign. 

With the volume of instalment 


credit down from the 1955 peak, 
there has been less discussion 
about legislation giving Federal 
Reserve permanent authority to 
fix down payment and instalment 
terms. But debate could break out 
at any time. For Federal Reserve 
is hard at work on a report which 
is expected to show how “easy” 
credit contributed to over-selling 
of cars and durables in 1955, with 
subsequent drops in sales in 1956. 
e 7 . 


High Distribution Cost: Want to 
know how to cut down delivery 
costs for your wholesale grocery 
business? Consult the Department 
of Agriculture, not the Department 
of Commerce. 


As part of its effort to help re- 
duce food marketing costs, the de- 
partment’s agriculture marketing 
service recently studied the opera- 
tions of a big Baltimore food 
wholesaler. It found that delivery 
costs were far higher than they 
needed to be. 

Biggest single factor was poor 
routing, as a result of lack of con- 
sultation between drivers and dis- 
patchers. 

But the Agriculture Department 
experts also found the company 
was incurring disestrously heavy 
costs in order to deliver small 
shipments to dis'ant customers. 
On some orders ‘o rural areas, 
costs were as mu. as 18.5¢ per 
dollar of sales. 

In general, the epartment rec- 
ommended that th wholesaler de- 
liver on a cash-.nd-carry basis 
unless orders exc.ed a minimum 
amount. It hedgec on this recom- 


mendation a bit, h wever, pointing 


out that the company has to con- 
sider the growth potential of its 
small customers. 


‘Life’ Taps 11 Reps 

Life has named 11 new retail 
representatives. They are Noel C. 
Humphrey in Los Angeles; Robert 
H. Carpenter in San Francisco; 
Richard L. Amill, lower Connecti- 
cut; John P. McGovern, Newark; 
Charles J. Schubert, Philadelphia; 
John Beard Jr., Boston; Dudley C. 
Bowlby, Chicago; Joseph G. Do- 
herty, Detroit; Curtis G. Baker, 
Atlanta; Louis B. Hager, New York. 


Two Join ‘American Weekly’ 

John S. Connors, formerly with 
the New York World-Telegram & 
Sun, and Edward R. McCole, pre- 
viously .with the U. S. Marine 
Corps, have joined the New York 
sales staff of The American Week- 
ly. 
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Nobody is 
like the man in lovel 


...and the do-it-yourselfer is In love 
with his hobby. Nobody quits after 
buying one orchid for his lady fair. 
And this exploins why the do-it-your- 
selfer keeps on buying innumerable 
things: 4% hammers, 9%o screw 
drivers, 209 wrenches, 434 motors, 
etc. His is a devoted and ceaseless 
couriship of achievement. Why not 
profit by our latest eye-opening infor- 
mation about the buying habits of 
these liberal spenders? 


Write today to 


All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 


Grit reaches hard-to-reach 


people in America’s 


true small towns 


There are Trees (La.) around them, and a Hill 

(N.H.), and a Pleasant View (Colo., Ky., Tenn.). 
The Commercial Point (Ohio) is that they're 

prosperous—and difficult to reach. 

They live in true small towns—the towns of 2500 
or less and beyond the influence of a big city. They 
have no daily paper. Magazine subscription crews 
don’t bother with them. TV coverage is far from 
adequate. True small towns represent America's 
least exploited market. 

Here is your advertising opportunity. 

For true small towners read Grit—cover to cover, 
week in and week out. Grit speaks their language. 
Its emphasis is on personalities rather than political 
philosophies. On church socials rather than coming- 
out parties. On pumpkin pies, not crepes suzette. 

The Grit viewpoint is shared by no other publi- 


Za 


cation. It has won the devotion of 4 million 
readers in 16,000 small towns. It’s the reason for 
Grit’s thunderous circulation concentration in 
small towns of 2500 and less—58.53%, miles be- 
yond that of any other national publication. | 

All this helps explain why Grit advertisers can 
count on an ever-growing share of the important 
small-town market. We've 20 years of consumer 
studies which prove that statement beyond doubt. 

And these small-town Peoples (Ky.) are yours at 
so little Cost (Tex.)! You can buy a big-space, year- 
round Grit campaign for as little as the price of one 
insertion in a mass-circulation magazine. What are 
you waiting for? . 


Grit Publishing Co., Williamsport, Pa. +» Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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The Herald-News, winner of the New Jersey 
Press Association Award for General Excellence, 
covers Bergen and Passaic Counties where house- 
holds average $7,000 in spendable income. 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mer. 


| Good-bye, Mr. Hops... 


Malister’s Ads 
Ask Research to 
Find New Uses 


Malt Maker Seeks New 
Markets Beyond Brewing 
—in Foods, Medicines 

MILWAUKEE, Nov. 27—Froedtert 
Malt Corp. will tell the story of 
malt to the consuming public for 
the first time in the company’s 90- 
year history when it starts its 
inaugural consumer advertising 
and public relations program this 
month. 

The advertising phase of the 
program broke in the Nov. 10 issue 
of The Saturday Evening Post in a 
series of seven junior page ads. The 
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GET ON THE TRACK TO 
INCREASED SALES WITH 
THE ‘YELLOW PAGES’! 


Use the “Express Route” to sell your 
products or services by buying Trade 
Mark Service in the ‘Yellow Pages’ of 
telephone directories. It’s a first class 
salesbuilder that brings your dealers 
within easy reach of prospects! 


Making stops in the ‘Yellow Pages’ to S 
find out where to buy is a national 
consumer habit! That’s why so many 
advertisers — Armstrong Tires, Aetna 


Life Affiliated Companies, Burroughs pe 
Adding Machines, State Farm Insur- 
ance, and Congoleum-Nairn to name ~__ % 7 


just a few — make Trade Mark Service 
an integral part of their complete adver- 
tising program. 


So, flag down more business! Spotlight 
your trade mark and list the name, 
address and telephone numbers of your 
authorized outlets in any selected city 
or regional markets...or cover the 
country in over 46 million telephone 
directories. 
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For proof on how the ‘Yellow Pages’ pay off in sales results ... call your Bell telephone business office 
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ROE DTERT 


WueRE ERSEARCH t% UNLOCKING THE SECRETS OF macy 


FOR MARSHALS—Froeditert Malt 

Corp. will tell consumers about its 

Fro-Malt in this ad in the March 
16 Saturday Evening Post. 


second, also in the Post, will run 
Dec. 22. 

Business publication ads and 
merchandising of the Post ads will 
be used to reach food technologists, 
pharmaceutical scientists, chemists 
and research people in other indus- 
tries who may find malt beneficial 
in the processing and improvement 
of their products. 

Froedtert has two main objec- 
tives in its over-all campaign: 

First, it wants to maintain and 
expand its present markets 
through public education on malt’s 
benefits. Secondly, it wants to cre- 
ate new markets by encouraging 
research people in industry to in- 
vestigate further possibilities of 
using malt in food processing. 


= The Froedtert Malt Corp. is one 


of the world’s leading maltsters. It 
has four plants and general offices 
here, plus plants in Minneapolis 
and Winona, Minn., Detroit and 
San Francisco. 

Froedtert made several market 
surveys, using outside market an- 
alysts to supplement its own find- 


> FROEDTERY 
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FOR MARTIANS—This ad, for the Dec. 
22 Saturday Evening Post, is one 
of the opening ads in Froedtert 
Malt Corp.’s first consumer cam- 


paign. 


ings and studies made by Klau- 
Van Pietersom-Dunlap, its agency. 
The campaign, launched through 
Klau-Van Pietersom, was based 
on those findings. 
Malt, basically, is germinated 
barley. The germination of barley 
releases enzymes essential to the 
conversion of starches into dex- 
trose. It is this conversion quality 
of malt which has been essential in 
the brewing and distilling indus- 
tries for centuries. The brewing in- 
dustry, largest user of malt, has 
never found a natural or synthetic 
conversion agent which could re- 
place the traditional ingredient. 


Malt is an important source of 
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dextrose, which is absorbed direct- 
ly into the blood stream for quick 
energy. The “predigestive” quality 
of dextrose makes malt also im- 
portant as a basic ingredient in the 
manufacture of infant feeding for- 
mulas. In addition, extract is used 
in the preparation of commercial 
cod liver oils. 


® In addition, malt is an essential 
ingredient in many breakfast ce- 
reals, flours, macaroni, candy, bak- 
ery goods, medicines, baby foods, 
dietetic foods, malted milk, and 
food and beverage colorings and 
flavorings. 

Froedtert will use its new trade 
name, Fro-Malt, to identify its 
product in the new ad series. The 
Froedtert “F” in the first ads will 
be superimposed as a logo over a 
background of known products 
containing malt. 

Pictured will be a baby’s formula 
bottle, cake, bread slices, candy, 
malted milk and cereal. Under the 
Froedtert signature will appear the 
slogan, “Where research is unlock- 
ing the secrets of malt.” 


25.8% 


OF SOUTH CAROLINA'S 


DRUG SALES 


AMOUNTING TO 


$13,338,000. 


{ in SOUTH 
St CAROLINA 


Total Retail Sales, and sales of 
Food, General Merchandise, 
Apparel, Furniture, Drugs, 
Autos, etc. are greater in the 
Greenville market of 510,320 
people than in any other mar- 
ket in S. C. By every accurate 
measurement, Greenville is 
your first market in South 
Carolina. 

Write us or WARD-GRIFFITH for 
information and for assistance in 
selling your products in the 
Greenville Market. 


Figures from SALES MANAGEMENT 


r a 


Thre Greenwile 


OR: 


Daily Circulation 
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Mibwovkes Wisconsin 


és unlocking the secrets of malt 


| 
ANNOUNCEMENT—Froedtert Malt Corp., Milwaukee, ray this spread 


in Novembe 
Brewer’s 


issues of American Brewer, Brewer « Dispenser, 
est, Brewer’s Journal, Modern Brewery Ave and West- 


ern Brewer & Distributor to explain its new consun er campaign 
to the trade. 


The new Fro-Malt consumer ad 
series will illustrate people eating 
food products known to contain 
malt. The food and health-giving 
virtues of malt-fortified foods will 
be described in the copy. 

One ad, for example, will picture 
a mother feeding her baby its for- 
mula. Another will show a young 
boy dressed in a cowboy outfit, 
eating breakfast cereal containing 
malt. His father passes a piece of 
toast in which malt was used to 
achieve a crispier crust. 


® Still another ad illustrates two 
teen-agers at the corner soda foun- 
tain having a “malt.” 

The entire ad series is designed, 
through association with known 
food products, to acquaint the pub- 
lic with the benefits of malt in the 
foods it has always liked and 
known to be healthful, without 
knowing why. 

The Fro-Malt business publica- 
tion ads will interpret the new con- 
sumer campaign. 

For example, the initial brewery 
publication insertion explains the 
thinking behind the new name, 
Fro-Malt, and tells of the com- 
pany’s drive to acquaint the gen- 
eral public with the beneficial 
qualities of malt. Froedtert has 
done the greatest amount of its 
trade advertising in the brewing 
publications. 

The first ad in Food Technology 
introduces Froedtert’s research fa- 


cilities, briefly explains the con- 
sumer campaign and presents 
background data on the size and 
operation of the Froedtert Malt 
Corp. Future ads wil! tell, through 
technical articles, the complete 
story of malt—its history, proper- 
ties and future potentials. 


# Anthony von Wening, Froed- 
tert’s board chairman, says that the 
company hopes to encourage re- 
search scientists to use the com- 
pany’s $500,000 research facilities. 

“The possibilities for malt are 
endless, and we feel that new users 
in food processing will be found 
through scientific research,” he 
says. “The use of malt in foods and 
medicines has already started, but 
we have scratched only the 
surface.” 


Roto-Broil Starts Push 
Roto-Broil Corp. and Vim Stores, 
New York, will launch a $100,000 
pre-Christmas promotion of rotis- 
series starting Dec. 1 with a four- 
week spot television campaign on 
five New York stations backed by 
weekly, full-page newspaper ads. 
Product Services is the agency. 


‘Cosmopolitan’ Names Pyrch 

Ted Pyrch, formerly with Pack- 
aging Parade, has joined the New 
York sales staff of Cosmopolitan to 
handle travel and transportation 
accounts. 


com-mu‘ni-ca‘ tive” 
is the word for the Newsweek reader 


com-mwu’ni-ca ‘tive, adj., Inclined to impart or 
communicate information, ideas, etc. 


"What do you mean- 
you're hungry enough to eat 
the advertising pages 


of the News?" 


The poor man doesn't mean any offense. 
He just means he’s been looking at 
page after page of succulent gustatory 
delights ever since he picked up his 
evening paper. For thirteen straight 
years, the Chicago Daily News has car- 
ried more grocery advertising than any 
other paper in America—4,506,081 lines 
of it last year; 4,249,605 in 1954. Signifi- 
cant? And how—because it builds big 
day-by-day sales for the food industry. 
The merry tinkle of the cash register 
has proved to them beyond question that 


The CHICAGO DAILY NEWS 
HITS HOME 


eC 59 a 
New brand name for brewing industry favorite | - 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


OVERSEAS ViISITOR—Oscar J. Wile, board chairman of Browne Vint- 
ners Co., New York, U. S. distributor of B & G wines, and Ernest 
B. Beattie, company president, discuss business with Daniel Gues- 
tier, head of the 226-year old Barton & Guestier, Bordeaux vintner. 
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FROM FAR AWAY—L. L. du Chateau, managing direc-  erts, vp, of the agency; Sam Ginsberg, sales direc- CHRISTMAS SUGGESTIONS—The “guaranteed to be friendly” tigers here 

tor and chairman of Carlton Carruthers du Chateau tor, and Edgar Rector, ad manager, Hollywood- are included in the “Neiman-Marcus Christmas Guidebook.” The 

& King, Wellington, N. Z., and Mrs. du Chateau Maxwell Co. Mr. du Chateau’s agency represents giant-size, on the left, sells for $1,000,000 (including tar) and 

visit Carson-Roberts, Los Angeles. Shown with the Berlei Ltd., New Zealand licensees for Hollywood- = bears “diamonds, emeralds, rubies and other assorted splendors.” 

visitors are Ralph Carson, president, and Jack Rob- Maxwell; Carson-Roberts is the company’s agency. The baby tiger, with a gold bracelet and St. Christopher charm, 
sells for $100 (including tax). 


. 


Trudeau 


the prizes committee. Catching a pre-dinner drink at the left are William Ohle of 
Needham, Louis & Brorby; Joseph Bumgarner and Tom O’Connell of Dancer-Fitz- 
gerald-Sample; Russell Lehe, Farm Journal, and Lee Hammett, president of Western 
Advertising Agency. At the right are Cliff Bolgard, Wherry, Baker & Tilden; Mary 
Petr, Arthur Grossman Advertising, and Clark Trudeau, Beaumont & Hohman. 


Bumgarner Lehe . Hammett O'Connell 


PARTYTIME—When the Chicago farm publication representatives put on a whingding— 
its annual Farm Harvest Party—these guests and hosts were among those present: 
In the center photo, pretty Marlene Kaliebe, MacFarland, Aveyard & Co., appears 
as “Miss Farm Harvest.” With her are committee members W. L. Miller, Capper 
Publications, entertainment chairman, and John Crozier, Katz Agency, chairman of 


“HARVEST PARTY—Among the many guests who enjoyed the traditional food-and-drinks~ Buchen Co.; Harry Sager, Kenyon & Eckhardt; Bob Olson, Successful Farming, and 
affair given Nov. 20 by the Chicago farm publication representatives were Elizabeth James Edwards, president of Prairie Farmer and Radio Station WLS. Studying the 
Burnham and Evelyn Hardinge of Needham, Louis & Brorby, and Mary Rodgers and well-laden buffet table are Ted Weldon, J. Walter Thompson Co.; C. R. Lash, Need- 
Roy Boyer of Tatham-Laird. Chatting over coffee in the center photo are Art Decker, ham, Louis; Hill Langlie, Henri, Hurst & McDonald; William Taylor, Farm Journal. 
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1512 million’ men and women“live by the book” 


...-and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 


“The book” appeals to men and women individually 
through their family interests. Over 31% of the readers 
of an average issue reported they had recommended, 
mentioned or discussed one or more items from a BH&G 
article or ad with somebody in the household or a friend. 
A total of 10,700,000 discussions! The more they read, 
the more they talk, the more they buy! 15,500,000 people 
read an average issue. One third of the 123,800,000 people 
in the U.S. 10 years of age or older read one or more of 
every twelve issues. That’s 44,150,000 Better Homes and 
Gardens readers-—and over 40% of them are men. 
Meredith Publishing Company, Des Moines 3, Iowa. 


1 


during the year... 


of America 


reads Better Homes & Gardens ! = 


3 


*A 42 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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The NEWS of the Rockies 


First 9 months this year, 155 general 
and automotive advertisers, includ- 
ing some very big names, used the 
News exclusively in Denver. 


Laundry Institute Appoints 

The American Institute of Laun- 
dering, Joliet, Ill., trade association 
of the laundry industry, has re- 
turned to Willsted & Shacter, New 
York, following a year-and-a-half 
absence. The account was pre- 
viously handled by Bozell & Ja- 
cobs, Chicago. Willsted & Shacter 
handled the account from 1951 
through 1954, 


Two Join Norman, Craig 

Ann Foster, formerly with Bat- 
ten, Barton, Durstine & Osborn, 
and Catherine D’Allessio, pre- 
viously with National Broadcast- 
ing Co., have joined Norman, 
Craig & Kummel, New York. Miss 
Foster is a copywriter, and Miss 
D’Allessio is a stylist and assist- 
ant to Kay Daly, copy director. 


Goldberg Joins Brandt 

Gerald M. Goldberg, formerly 
with Screen Gems Inc., has joined 
Brandt Public Relations & Promo- 
tions, New York, as an account 
executive. 


“You ignore 413,800 prosperous people 


te Ne tree sagngia Me See 


SWITZERLAND 
‘SWISS CHEESE ee 
SLICED, IN PACKAGES. 


eR tee 
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THE REAL THING—“Real” Swiss cheese—the Swiss cheese imported 
from Switzerland, that is—will be promoted in subway advertising 
for the first time with this 11x21” car card in New York. Charles 
W. Hoyt Co., New York, is agency for the Switzerland Cheese Assn. 


Farm, Town Journal 
Readers Own Lots of 
Dogs: Fewer Cats 


PHILADELPHIA, Nov. 27—The 
average farm or small town family 
loves dogs so much it owns, on the 
average, more than one. 

Consequently, according to a 
survey made by Farm Journal and 
Town Journal, these families are 
major purchasers of commercially 
prepared pet foods. 

Farm Journal readers reported 
that 64% of them own one or more 
dogs, with an average of 1.6 dogs 
per dog-owning family. Dogs were 
reported in 44% of Town Journal 
homes, with an average dog-own- 
ing family having 1.4 dogs. 

Of Farm Journal dog-owning 
families, 57% feed a commercially 
prepared dog food. 

Of those who buy such foods, 
48% use meal; 43% use canned 
meat based foods; 36% use other 
dry foods, and 14% use biscuits 
Many families use two or all three. 

The median weekly consumption 
of dog food per family purchasing 
each type: 3.6 lbs. for canned meat 
based; 5 lbs. for meal; 3 lbs. for 
other dry types, and 0.6 Ib. for bis- 
cuits. 


® Two-thirds of Town Journal’s 
dog owners feed commercially pre- 
pared food to their canine friends. 
Of those who purchase such foods, 
56% use canned meat base food; 
38% use dry types other than meal; 
35% use meal, and 12% biscuits. 
The median weekly consumption 
of dog food per Town Journal 


family purchasing each type: 5 
lbs. of meal, 4 Ibs. of canned food; 
2 Ibs. of other dry types; 0.6 Ib. of 
biscuits. 

Cats evidently are as deep in the 
affections of Farm Journal homes 
as dogs, because 64% of these fam- 
ilies said they owned cats. 

The average number of cats per 
cat-owning Farm Journal family 
is 3.3. Only 39% of the Town Jour- 
nal readers reported owning fe- 
lines, with the average 3.2. 

Of Farm Journal’s cat-owning 
families, 26% use commercially 
prepared food. One-third of Town 
Journal’s cat-owning families use 
commerciaily prepared food. 

Copies of the survey may be 
obtained from Research Dept., 
Farm Journal Inc., Philadelphia 5. 


DuMont Boosts Uptegrove 

Neil Uptegrove has been named 
advertising manager of the tech- 
nical products division of Allen B. 
DuMont Laboratories Inc., Clifton, 
N.J. His new responsibilities also 
include the direction of advertis- 
ing and sales promotion for the 
company’s industrial tube prod- 
ucts. With DuMont since 1948, Mr. 
Uptegrove previously was adver- 
tising manager for DuMont instru- 
ments. He had held that post since 
1953. 


Thomas Sarnoff Elected VP 
Thomas W. Sarnoff, director of 
affairs of the Pacific division of 
National Broadcasting Co., has 
been elected a vp of California Na- 
tional Productions, NBC film and 
syndicating subsidiary. He had 
been a director of the organization. 


if you don't include Tacoma 
on your ‘A’ Schedule” 


MARSH & COMPANY, INC. 
agents and broker 


“Many times we tell our principals the Tacoma-Seattle story . . . that 
Seattle promotions do not sell merchandise in the Tacoma market. In and 
around Tacoma there are 413,800 able-to-buy people, and most of them 
read their local daily newspaper to the exclusion of any other daily. So, 
whenever we can, we urge that our products be advertised not only in 
Seattle newspapers, but also in the Tacoma News Tribune.” 


. says Edw. P. L 
Seattle ma 


in the nation’s cpt 
one newspaper's 
‘editorials are quoted 
more often in the 
Congressional Record 
than those of any 
other newspaper 

in the world 


415,000 Sunda 
382,000, .da 


Read G °127,000 more f ; 
any other Washington newspaper ee 


The circulation of the 
Tacoma News Tribune is 
MORE THAN 83,000 


GENERAL 


Metropolitan Area .... : 

ARR . MERCHANDISE 
SAWYER, FERGUSON, SALES 
WALKER COMPANY in these two 
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Harry Black, 69, 
Veteran Chairman of 
Sunpapers, Is Dead 


Boynton Bgacu, Fia., Nov. 27— 
Harry C. Black, longtime chair- 
man of the board of directors of 
the A. S. Abell Co., publisher of 
the Baltimore Sun and Evening 
Sun and owner of WMAR, Balti- 
more tv station, died unexpectedly 
in his sleep Nov. 25 at his winter 
home here. 

Succeeding to the chairmanship 
upon the death at sea of his broth- 
er, Van Lear Black, in 1930, Harry 
Black had remained at the helm 
of the Abell company ever since. 
His activities on the board of the 
publishing company date back to 
1911, one year after the Evening 
Sun was founded. 

Born in 1887 in Baltimore, Mr. 
Black received his degree from 
Princeton University in 1909. He 
served two years as a junior naval 
officer in World War I. 

Mr. Black was responsible for 
developing many of the blueprints 
which led to the growth and 
reputation of the Sun papers. His 
“statement of principles,” formu- 
lated in the early 1920s after con- 
ferences with the late Paul Patter- 
son, then president of Abell, and 
editorial staff member Henry L 
Mencken, still form the basis of 
the Sunpapers’ editorial policies 
today. Included in the statements 
were a warning against adhering 
to any regular party loyalty and 
an invitation to sound new ideas. 

Mr. Black also actively partici- 
pated in other business activities. 
He was a director, member of the 
executive committee and finance 
committee chairman of the Fidel- 
ity & Deposit Co. 

He was keenly interested in 
gardening, and was a frequent and | 
generous anonymous contributor 
to public causes and charities. 

His nephew, Gary Black, is vice- 
chairman of A. S. Abell Co. 


GRADWELL L. 

New York, Nov. 27—Gradwell 
L. Sears, 59, former president of 
United Artists Corp., motion pic- 
ture distributor, died of lung can- 
cer Nov. 22 at his home in New 


Rochelle, N. Y. He retired in 1950 
as president of United Artists, a | 
post he had held sine 1946, and | 
was a vp of the corporation at rel 
death. 

After attending the University of | 
Missouri and serving in World War | 
I, Mr. Sears joined the World Film 
Co. as a salesman. He was later 
associated with Republic Distrib- 
uting Corp., the Selznick Co., and 
Warner Bros. From 1937 to 1941 
he was Warner’s general sales 
manager. He became United’s vp 
in charge of sales in 1944. 


LARRY GOLOB 

New York, Nov. 27—Larry Gol- 
ob, 52, national publicity director 
of Warner Bros. Pictures, died at 
his home here Nov. 24. He joined 
First National Pictures in 1923 
and remained with the company 
when it was absorbed by Warner 
Bros. 


FRED L. BEAKEY 

Cuicaco, Nov. 27—Fred L. Beak- 
ey, 65, general manager of Seed 
World, died Nov. 19 following a 
heart attack in the street near his 
office. 

He had been with Seed World 
since 1944. Before that he had 
been with Grain & Feed Journal. 


Toro Pushes Garden Tools 

Toro Mfg. Corp., Minneapolis, 
manufacturer of grass cutting 
equipment, will run a b&w page in 
the Dec. 3 issue of Life, featuring 
its lawn and garden equipment. 
Trade ads this fall are running in 
Hardware Age, Hardware Retailer, 
Hardware & Metal, American 
Lumberman, Garden Supply Mer- 


chandiser and Building Supply 
News among others, 


Branham Issues Phone Card 
Covering Detroit Ad Business 


Branham Co., national advertis- 
ing representative, has issued a 
new edition of its telephone eard 
which lists 119 Detroit advertising 
agencies with addresses and tele- 
phone numbers; a breakdown of 
162 media representatives cover- 


ing newspapers, radio-television, |. 


magazine-trade papers and out- 
door-miscellaneous. The card also 
contains the names and addresses 
of Detroit newspapers, Detroit ra- 
dio-tv stations, hotels, clubs and 
travel ticket offices. Branham’s 
new card shows eight more agen- 
cies and 22 more media represen- 
tatives than were listed on the 
card issued in April, 1955. Cards 
may be obtained from the Bran- 
ham Co. office in the General Mo- 
tors Bldg., Detroit. 


Leins Joins ‘Outdoor Life’ 


Larry Leins, formerly with the 
Italian Film Export Releasing 
Corp., Detroit, has joined the sales 


staff of Outdoor Life, New York. 
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@ PROBLEM SLOWING YOUR PACE 2 


If the lack of modern, well-planned quarters is slowing 
you down .. . hampering your service . . . retarding 
your growth . . . it’s time to see what adequate up-to- 
date air-conditioned offices can do for your ane 
\ tivity, proficiency and profits. 


So when your agency is out of step with progress, office 
space-wise, come to the organization that is a leader in 
the office renting field in New York . . . that has all 
available space in the right areas at i fingertips ; 
that, through years of experience, Anows advertising 
agency requirements. 


ma yyrre 
r 


Write, phone or wire for more information to: 


HMAN& 
: CUS FIELD! 


281 Madison Ave., New York 17, N. Y., MU 6-4200 
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THEY DISPLAY * DISPENSE * DEMONSTRATE * SERVICE * IDENTIFY 


Metal Merchandising Displays 
For Counter + Floor > Wall 


CHICAGO 50+ 


The producers of merchandise that moves consistently at the “pay-off- 
point” (point-of-purchase) . . . depend on the coordinated skills of this 
thirty-four year old A. M. Deeco organization. 

Here is your source for functional and inviting design, combined with 
resources in steel, resulting in the production of quality metal displays 
to stage your products for fast retail turnover. 

At A. M. Deeco, a complete understanding of point-of-purchase mer- 
chandising is coordinated with long experience in the manipulation of 
dies... and metal . . . and color. 
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CLIENTS 
SHOULD HAVE A 


1-2 PUNCH 


Advertising agencies look at clients, and prospec- 
tive clients, in many different ways. 
From the Y&R viewpoint, we like to see two 

things: 

1 Sound management. 

2 Growth possibilities. 
Given that 1-2 punch, any advertiser is almost sure 
to go places. And the right kind of advertising can 
help him go further . . . faster. 


. 


YOUNG & RUBICAM, INC. 


Advertising - New York « Chicago * Detroit + San Francisco * Los Angeles + Hollywood + Montreal + Toronto + Mexico City * San Juan + London 
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Motivation Research and Art Are Fine. But... 


It's the ‘Great Idea,’ Expressed in Words, 
That Really Makes the Enduring Sale, Creative Writer Insists 


By William D. Tyler 
Vice-President in Charge of Copy, Leo 
Burnett Co., Chicago 

I’m on here as the defender of copy. 
I’m on last, which seems to be about the 
position that copy occupies here today. 
First, you have an editor telling you it 
isn’t the words or the logic that does it 
and then you have a research man who 
tells you that, next to research, it’s the 
pretty pictures that do it. Copy is low 
man on the totem pole and I’m here to 
see if I can shinny our fellows up a few 
rungs from the bottom. 

The way I’m going to do it is by whit- 
tling away for a while at research and 
then I will use my little jackknife on the 
art business. I’d take a hack at editorial 
work, too, if I had the time and knew what 
I was talking about. It’s wonderful to be 
the last man up. The minute I’m through 
I can pick up my papers and run like 
hell for the nearest exit. 


Who's the Old Fogy Now? 

Now, as for research. It’s hardly a 
secret that all is not peaches and cream 
between the creative and research arms 
of our profession. Now, I naturally like 
to back up the copy side, that WPA of 
advertising, as someone recently referred 
to it. But every time some creative 
spokesman gets up to tell the world what’s 
wrong with research, he starts off by say- 
ing that those research findings inhibit 
his creative soul and cramp his artistic 
talent or words to that effect, and I feel 
like quietly throwing up. To date, I would 
say that the research man has done a far 
better job of presenting his side of the 
dispute than has the copy man. 

Research guy just gets up and says he 
doesn’t advance any opinions. He leaves 
that to the copywriter. He’s just a score- 
keeper and why should people throw pop 
bottles at him? The implication is that 
any copywriter who takes a crack at re- 
search is simply a bum sport, a lousy 
loser, and a guy who just can’t bear to 
hear the truth. This makes our boys look 
awful bad indeed, and I have refrained 
from throwing any boomerangs at re- 
search people for two reasons: One, I 
don’t like to look any worse than I do, 
and two, I have learned about one-third 
of all I know from research. 

Only time I feel like taking up for our 
side is when I hear talks by research men 
to the effect that copywriters who rail 
against research are old fogies who are 
standing in the path of progress and try- 
ing to deny the power of modern methods. 
We're pictured as old _ horse-blinder 
craftsmen who are scared to death of 
automation. 


® This kills us copy people. Because here 
is just where the case for copy research 
as the great white hope falls on its needle 
nose. Copy, at least, is constantly trying 
new things, experimenting, dissatisfied, 
pioneering new techniques and methods. 


Early this fall, a regional Advertising Federation of America meeting 
in Milwaukee featured a three-way discussion of copy. art and research. - 
Participants were William D. Tyler. vp in charge of copy at Leo Burnett 
Co., Pierre Martineau of the Chicago Tribune, and S. R. Bernstein, editor 
of Advertising Age. The general viewpoints of the latter two have pre- 
viously been presented to Advertising Age readers. Here is Mr. Tyler's 
analysis of the place of these elements in the advertising picture, along 
with an extremely interesting discussion of how the divergent schools 
of advertising got that way in the first place. 


But research, that great new force, is 
still using the same old methods, quoting 
the same old findings, talking the same 
fancy language, as it did 20 years ago. 
It seems to me that research has spent 
most of the past 20 years justifying itself 
rather than moving ahead. Granted that 
research has had to advance on less than 
adequate funds in many cases; that ad- 
vertisers have been using research to 
measure paired comparisons, to find out 
answers to questions like, “Do women 
prefer hearing about a ‘white’ wash or a 
‘clean’ wash?” instead of encouraging re- 
search scientists to experiment with new 
techniques and soar off into the blue, 
particularly if it costs money. 


s And there can be no denying the fact 
that a minor brake on the forward pro- 
gress of research has been caused by a 
few creative men who have done their 
best to hold it back because they were 
afraid that research might disprove their 
pet opinions. 

Nevertheless and notwithstanding, it is 
a little tiresome listening to research peo- 
ple likening copy people to King Canute 
resisting the inevitable forward progress 
of research when, as far as I can see, it’s 
just about where it was when George 
Gallup got out of the agency field in 1940. 
WITH ONE GREAT BIG NOTABLE EX- 
CEPTION! 


A Cheer for Motivation Research 

The best argument research could have 
against its detractors is a good big new 
forward step. Which I happen to think it 
has made in the field of motivation re- 
search. Of course, this is probably not 
really new nor, according to its opponents, 
is it really research in many cases. But 
whatever its faults, it is vital, it is timely, 
it is a step in the right direction. Most 
important, it is creative research. Whether 
this is a contradiction in terms is beside 
the point. Motivation research says, in 
effect, that what is missing in advertising 
today is the kind of thinking that made for 
advertising successes before “reason why,” 
before factual research, before hardboiled 
copy approaches were the order of the 
day. 

There were advertising successes then 
that were completely emotional rather 
than rational. Some of them defy research 


and readership findings of current times. 
Yet they were successful; that cannot be 
denied. For example, you can sneer all 
you want at Mr. MacManus’ “Penalty of 
Leadership,” as violating all the rules of 
advertising, of reader jnterest, of direct- 
ness, of supplying a pfomise or of telling 
the reader something he wanted to know. 

But the fact remains that this one ad 
so galvanized the dealer organization that 
Cadillac took off in a steady upcurve that 
has, Lord knows, continued until the pre- 
sent time. It was then, my father tells 
me, only one of many makes struggling 
for dominance in the highpriced field. 
From the date of that oft-quoted essay, 
Cadillac started to shake off its pursuers 
and distance the pack. 

I only mention this because it is fash- 
ionable to pick on the old guy in this day 
and age, and somebody ought to relate the 
story of what the ad actually did rather 
than pick on its syntax, subject matter, 
and layout. Layout? It was all type—no 
pictures. Of course, that was before the 
days of art. Man then confined his artistic 
expressions to the walls of caves and 
washrooms. 


® But enough of these historical musings. 
There have been emotional advertising 
successes right down to the present day, 
but quantitative, factual research hasn’t 
been of much help in evaluating them nor 
in taking them apart to find what makes 
them tick. As a partial result, advertising 
has tended in recent years to become 
more and more rational, studied, logical 
and, according to psychological research- 
ers, more superficial in its ability to trig- 
ger buying impulses. 

Motivation research, because it does 
attempt to analyze psychological reactions 
to advertising, is helping to put the spot- 
light on emotional advertising. Personally, 
I’m all for it. I believe that it is a highly 
stimulating new type of creative thinking. 
I think its practitioners are often apt to 
have a brilliant inspiration and that they 
then go out and make some interviews 
with the idea in mind of seeing whether 
they are right. 

Or to put it another and probably fair- 
er way, they Know from their background 
in sociology that certain principles of 
human behavior are so. Rather than sim- 
ply spout these scientific principles to 


advertising laymen, they get some inter- 
views to back them up, a metier in which 
the advertiser feels more at home. 


® This sounds as though I am challeng- 
ing the validity of motivation research. 
I’m not. Creative advertising has always 
been a curious grass-roots type of self- 
taught psychology. It’s been horse-sense 
psychology, American born and bred. As 
such, it cannot help but have some holes 
in it here and there. Motivation research 
gets the trained psychologist working side 
by side with us boot-strap ones. Isn’t it 
inevitable that advertising will benefit 
from this admixture of the academic and 
the practical, the theoretical and the em- 
pirical? Already, I believe, this new kind 
of research has had the effect on creative 
people of loosening them up, causing 
them to search deeper and in new direc- 
tions for advertising themes. Regardless 
of whether motivation research is re- 
search or not, it has added a new dimen- 
sion to creative thinking. 


Reconciles Conflicting Viewpoints 

In my opinion, motivation research has 
had the unlooked for effect of reconciling 
the age-old differences between the ex- 
ponents of the direct and the indirect ap- 
proach. You may have noticed that there 
is a slowly growing unanimity of opinion 
on what constitutes the optimum approach 
to a given problem between those hitherto 
deadly enemies, the “hard-sell” and the 
“soft-sell” camps. 

Here is how I think it has come about. 
The basic idea of digging for motivations 
is as sound as advertising itself. Regard- 
less of whether we are more than scratch- 
ing the surface in this new field, we have 
hit upon something that appeals equally 
to both groups when we start searching 
for the subtle, subliminal factors which 
go to make up the sale. 

As I see it, the “soft-seil” people like 
it because they feel that niotivational 
studies are simply a projection of what 
they have been doing all along. The “hard- 
sellers” like it because it is an attempt to 
get facts about what influences sales so 
that they can continue to build advertis- 
ing around solid, scientific principles, only 
more so. 

In the process, the advertisers who be- 
lieve in the direct approach are learning 
that sometimes the seemingly indirect is 
the more truly direct one. 

And the indirect-approach advocates 
are finding that some of their most cher- 
ished notions abcut what makes people 
respond are not necessarily so. In other 
words, the more we learn about motiva- 
tions, the more humble we become, the 
more we appreciate what the other fel- 
low is trying to do. I’m not implying that 
motivation research has unearthed great 
new findings, but that it has pointed the 
way to new directions, unsettled old prej- 
udices, and shown us how much we still 
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have to learn. 

So much for what has brought the two 
schools together. What interests me is 
what got them so far apart in the first 
place. Each believes that advertising’s 
purpose is to sell goods. They have simply 
taken different routes to the sale. I think 
it started something like this. 


Divergence Increases 
In the olden days, there was Claude 


Hopkins and there was the venerable firm 
of N. W. Ayer. The fact that the former 
was a brash midwesterner and the latter 
conservative Philadelphians may have 
formed the gulf between their ideological 
differences, but that is mere speculation. 
Hopkins was an innate salesman. His 
premise was that people were deadly seri- 
ous about what they spent their hard- 
earned money for, and that an advertise- 
ment should conform to that state of mind. 
It should present the product seriously, 
directly, and completely. It should be in- 
formative, positive and singleminded. 


= N. W. Ayer, on the other hand (and re- 
member, I am talking of the Ayer of 30 
or 40 years ago and not of the great agen- 
cy of today), was probably the original 
exponent of the school that believed an 
ad was neither a door-to-door salesman 
nor a retail clerk. Instead, an ad was 
something that predisposed people to buy 
because it built a personality for the prod- 
uct that stood it in good stead when the 
consumer went to the marketplace. This, 
of course, is a gross oversimplification of 
the early Ayer and J. Walter Thompson 
philosophy, and of all those agencies that 
later sprang from this cradle. I am using 
it here to make a point. 

In my opinion, these two schools were 
both dead right in their original concep- 
tions. Certain products, certain marketing 
conditions, call for one instead of the oth- 
er. But, generally speaking, both philoso- 
phies are extremely workable and can 
together cover the advertising waterfront. 


s But what happened? Advertisers began 
to choose up sides. In those days, few 
could see that there were times when the 
Hopkins approach was indicated, other 
times when the Ayer way was right. Al- 
most none could see that a combination of 
the two was more effective more of the 
time than either one by itself. People like 
to find the absolute answer to any prob- 
lem. Since advertising was so little under- 
stood, advertisers wanted to have all their 
doubts and questions resolved by someone 
who had a pat answer rather than a com- 
plex and qualified one. 

As a result, the two schools become 
more and more inbred. As the years went 
by, their preoccupation with their own 
navels led them further and further away 
from their original concepts. The so-called 
Hopkins school became more and more 
forthright, direct and positive, until it be- 
came in danger of losing all persuasion, 
humanness, even believability. It became 
strident, combative, and exclamatory. It 
lost the easygoing charm of the true sales- 
man. In its singleminded efforts to sell 
with the utmost directness, it began to 
employ incredible statistics, unending 
hyperbole, and a sad lack of visual appeal. 
It became cold, hard, and mechanical. 


e What I am probably misnaming the 
Ayer school, and could just as well call 
the Thompson school of that time, since 
both were pioneers in this type of adver- 
tising during the '20s, was highly success- 
ful with a form of indirect advertising 
that built a certain personality for prod- 
ucts. It was not strong in giving product 
information nor did it talk in a very 
personal manner to the reader. And again, 
I want to make clear that I am referring 
to a copy philosophy that has long since 
disappeared from these particular agen- 
cies. 

But the fact that it built a product per- 
sonality is an important thing. It is even 
more important today, when factual 
claims are not given the consideration 


they were when money was tighter, and 
advertising less profuse. But here again, 
the original concept became narrower in 
its application, less profound than its con- 
ception. Advertisers who wanted to build 
a personality for their products decided 
almost unanimously that this personality 
should be a snooty one. That, they figured, 
was all there was to this business of 
building a brand image. 


® The reasoning went something like this. 
Everyone wants to better himself. He can 
do that every time he buys something, 
provided that the brand he buys is the 
one the people he wants to emulate, buy. 
This inevitably led to snob advertising, 
which became so commonplace as to be- 
come ridiculous. Yet the basic idea was 
sound. The trouble was that all people 
were not interested in eating, wearing, 
smoking, and drinking something just be- 
cause Queen Marie of Romania did so. 

Finally (and this was the blow that 
pricked the balloon of this kind of ad- 
vertising) it became less and less com- 
mercial, in erder to upgrade the social 
overtones even more. When this happened, 
there came about a revulsion toward such 
advertising. But it is only in recent years 
that the practitioners of this school seem 
to have realized that their fundamental 
drive was to create a desirable image for 
the product rather than solely a desirable 
social image. There are other kinds of 
images that serve the advertiser well. 
There’s an image of ruggedness, of deli- 
cacy, of honest value, of integrity, of long 
wear, of smart youthfulness, and of many 
other things. 


® What interests me in tracing this bit 
of history is to note how two schools lost 
sight of their founders’ principles because 
they kept constantly narrowing their 
sights and limiting the appeal. It seems to 
me that they lost the bigger picture and 
argued themselves right out of business. 
Yet in so doing they have provided such 
healthy mental argument as to have given 
birth to a school of thought that is more 
humble, more searching, and undoubtedly 
more productive than any we have seen 
before. 

Well, the foregoing was to have put re- 
search in its place, but on reflection, it 
doesn’t look to me as though I really have 
done much to dent its helmet. Now, I'll 
get started on art and see what I can do 
there. 


The Place of Art 

First off, I will ask you to accept my 
three-part division of the ways in which 
advertising works. As I see it, advertising 
either appeals to the mind, as the usual 
advertisement that depends heavily on 
copy does. Or it appeals to the senses, as 
an ad that depends on the appeal of the 
illustration does. Or it appeals to the sub- 
conscious, as those snob-appeal ads did, or 
as any ad does that has as its main pur- 
pose the etching of the brand name on 
your psyche. 

So these are the three avenues by which 
advertising can influence sales, as I see 
them: 

@ The appeal to the mind, which depends 
mainly on copy, and is the only way you 
can sell me any product that requires 
thought or comparison or judgment on my 
part. 

e The appeal to the senses, which depends 
on art—the picture of a banana pie being 
made with a Jell-O pudding—or of a great 
big Pillsbury chocolate cake, or what have 
you. That doesn’t sell me in the fulest 
sense, but it does create a desire, leave 
me open to a sale. Trouble is, not all 
products can make me want them just 
from a picture. An insurance policy, for 
example. 

e And, the appeal to the good old sub- 
liminal. 


# It is my ardent belief that in this day 
and age of advertising that comes at you 
from every angle every minute every- 
where you look, turn or listen, the human 


Advertising Age, December 3, 1956 


The Creative Man’s Corner... 


| 


Hold On, There! 


This advertisement for New York’s Con Edison—the truncated, “friendly” 
version of Consolidated Edison, an electric company and public utility—points 
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good old days when McKinley reigned! Then business in general was proud 
of being 100% in the right—and would fire any employe who didn’t think so. 
Not to mention its advertising agent. 


out that 87% of New Yorkers, 
asked what their general attitude 
toward the company was, replied 
that it was “favorable.” 


Yet better than 90% of the copy 
is devoted to “the folks who aren’t 
completely happy with us.” 


This is something that old-timers 
such as the inditer of these words 
find a little hard to take. In our 
day, by God, any survey that didn’t 
prove the public was 100% favor- 
able would not only not have been 
paid for, but would have been used 
to start the furnace for the long 
winter night. 


“We must admit that sometimes 
we goof,” says the copy. “Its just 
human nature that somebody oc- 
casionally makes a mistake or rubs 
somebody the wrong way.” 


Gad, Con Edison—what are you 
fellows out to do? Wreck the free 
enterprise system? This is not 
creeping socialism. This is gallop- 
ing socialism. You got some Roose- 
velts on the Board? Oh, for the 


organism is going to develop some sort 
of escape mechanism that cuts off his 
conscious response to advertising. If he 
doesn’t, his mind will have no room in it 
for anything but advertising jingles, tunes, 
slogans and sales themes. But there is one 
thing he cannot cut off and that is his 
involuntary reaction to brand images. And 
the kind of brand image that is inescapa- 
ble is a visual picture of the brand name. 
I am not talking about whether this is a 
favorable or unfavorable image. I am sim- 
ply talking about fundamentals. Do they 
know your name? Next, do they know 
what kind of a product it stands for? Not 
how good a product, but what kind of 
product—a loaf of bread or an automobile 
or what? I cannot overemphasize the 
importance of drilling home in today’s 
market a visual image of your brand. 

So, to sum up, that’s about where I 
stand. Copy is most important when you 
have a product that requires more than a 
“Gee, that looks good, let’s get one,” re- 
sponse from the prospect. And from my 
observation, that is most products. But 
there is a third area, equally important 
and of growing importance, where neither 
copy nor art is of prime importance, but 
where the advertiser must subordinate his 
normal desire to be bright, fresh, and 
original. This is the area of brand-name 
impregnation. In my book, this should be 
done visually, so it calls for art; but the 
brand name has to be spelled right, so 
that calls for copy, too. But whatever you 
call it, it is a humbling fact to ponder, 
that our twin talents in advertising are of 
minor importance in this increasingly 
important area. 


= We've come to that point in our buying 
economy when less conscious thought is 
given to brand selection than ever before. 
That’s true for three reasons, at least. We 
spend more easily. We buy more things 
than ever before. Third, there are so many 
new products and brands that our already 
over-burdened minds have about reached 
the saturation point for assimilation of 


any more. 

Consequently, we save our mental effort 
for other things. So the greatest job ad- 
vertising can do for many products is to 
act as a last minute “hand-steerer.” By 
that I mean the hand that reaches out 
for a can of peas on a supermarket shelf 
can waver between two labels and then 
pick one of them for no conscious reason 
its owner could explain to you. Actually it 
was familiarity, a feeling of safety and 
assurance, that guided the hand to the 
one, let us say, with the Green Giant on 
it. The brand symbol had penetrated into 
the buyer’s inner consciousness, and only 
advertising had put it there. She needn’t 
have read a word of any ad nor studied 
the illustration in any ad—all she had to 
do was to have seen the brand name and 
symbol in advertising enough times to 
recognize this as one of her safe and sure 
guideposts to buying. In other words, the 
brand-name symbol can make up her 
mind for her, save her the necessity of 
making one more decision in a decision- 
filled day. 


In Praise of Words 

Now, so far, I’ve sort of skirted around 
the subject of art vs. copy. I will now pro- 
ceed to take off the gloves. 

The advertising business, I submit, has 
grown into a multi-billion dollar business 
primarily because of certain great cam- 
paigns that have, all by themselves, made 
selling history. 

Their success has influenced every 
budget, every venture into advertising in 
varying degrees. The advertiser always 
signs the contract or okays the expendi- 
ture with the unspoken hope that this may 
be another of those great, history-making 
campaigns. Not that he won’t be satisfied 
with the results of just an average cam- 
paign, but advertising, because of its cer- 
tain brilliant successes, always holds forth 
a lagniabpe or bonus appeal of the possi- 
bility of, a sales appeal that goes right 
through the roof. 

Now, what are those campaigns? I’m 
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“Like you advertising people say, I’m one of the half million 
who read only one newspaper, the Dettottgdimes 


@ “My practice is in Detroit and its Suburbs. Mornings, I’m at the 
hospital every day in the week. Office hours ‘til four or five except 
weekends and Wednesdays. A G.P. doesn’t have much time for himself, 
and he learns some pretty good habits for using it. One of those habits 
you should know about. 


“IT read only one newspaper, the DETROIT TIMES. 


“Being a doctor I have to know what's going on locally. And I have 
to be ready to discuss national and international affairs with my 
patients. That’s why I read the TIMES. It gives me all the news. I read 
opinions, too. George Sokolsky and Bob Considine. Keep up on local 
politics and affairs with Frank Morris and Don Gillard. Yes, and I like 
to read Jack Pickering’s articles on Medical Science. 


“My oldest daughter (she’s eighteen) reads the fashions and society 


news. She always calls my attention to a wedding or party of one of my 
patients. And just in case you don’t know it, a doctor’s wife is the buyér 
of her family’s needs. Often hear her talk about Prudence Penny recipes 
at dinner. 


“The TIMES is the kind of paper that thinks and talks about the 
community the way a professional man like me and his family does. | 


“If you want to reach families like mine in Detroit (we read the 
advertising, too) remember, you can reach us through no other news- 
paper but the DETROIT TIMES.” 


One million families live in the Detroit retail trading area and 
their retail purchases amount to five billion dollars annually. 


By advertising in the DETROIT TIMES you reach about half the 
families in the Detroit trading area, the heart of the Michigan market. 
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going to list over 20 of them here. As 
you hear them, ask yourself whether de- 
sign, layout, or illustration were integral 
to their success. 

I submit that this was not so; that these 
were ideas that depended solely on words 
for their success. And I further suggest 
that most ideas are verbal rather than pic- 
torial in advertising. Here they are: 

e “Look at all three” for Plymouth. 

e “Halitosis—your best friends won't tell 
you” for Listerine. 

e “BO” for Lifebuoy. 

e “Pink Tooth Brush,” the phrase that 
put Ipana in business. 

e “No cigaret hangover,” which gave 
Philip Morris a 30% increase in one year. 
e “How to win friends and influence 
people,” a headline that built a business. 
e “Cleans your breath as it cleans your 
teeth,” words that put Colgate on top in 
the dentifrice field. 

e “Again she ordered chicken salad.” 

e “Handwoven by the mountain people of 
New Mexico,” by which Jim Young built 
a mail-order business. 

e “A hog can cross the country—but you 
can’t,” the most talked-about ad in our 
time. 

e “The Priceless Ingredient,” for Squibb. 
e “It’s smart to be thrifty,” the thought 


Salesense in Advertising... 


that changed Macy’s image in New York 
from a cheap store to an almost fashion- 
able one. 

e “Reach for a Lucky instead of a sweet,” 
probably the most successful cigaret cam- 
paign of all time. 

e “Down from Canada came tales of a 
wonderful beverage,” the idea that built 
Canada Dry. 

e “The skin you love to touch,” for Wood- 
bury. 

e “Do you make these mistakes in En- 
glish?” a question that has kept the Sher- 
win Cody School of English prosperous. 
e “You press the button—we do the rest,” 
for Kodak. 

e “Imagine Harry and me advertising our 
pears in Fortune.” 

e “The Instrument of the Immortals,” for 
Steinway. 

e “For that schoolgirl complexion,” for 
Palmolive. 

e “They laughed when I sat down at the 
piano.” 

e “To who want to quit work some 
day,” probably the strongest selling idea 
ever developed for retirement insurance. 
e And finally and sorrowfully, “You'll 
wonder where the yellow went”—which 
has already resulted in a 10% sales in- 
crease for this brand. 


Concerning the Craze for 
‘Off-beat’ Emotional Copy 


By James D. Woolf 
Advertising Consultant 


Psychologists seem to be pretty well 
agreed that man’s emotional hungers—as 
opposed to his reason—constitute the 
primary force that triggers most of his 
behavior. 

And a considerable 
body of advertising 
scholars appears to 
believe that most of 
man’s buying decisions, 
including his brand 
preferences, are not ra- 
tionally arrived at. In 
fact, one recent speak- 
er on the subject goes 
so far as to say that all 
of man’s buying actions 
are motivated emotionally. 

Far be it from me to belittle the po- 
tency of the emotional appeal in adver- 
tising; I have learned many times, within 
my own experience, that it can be highly 
persuasive and productive of buying ac- 
tion. 

But I do not believe for one minute 
that man is as irrational and unguided by 
reason as he is sometimes made out to be. 


" James D. Woolf 


s I do not believe, moreover, that there 
are certain categories of products for 
which emotional advertising is necessarily 
the one and only effective procedure. 

Jim Young, in his “Diary of an Ad 
Man,” reports a talk he once had with 
the late A. D. Lasker. Mr. Lasker told 
him there wee only three things of ma- 
jor importanc« which had ever happened 
in the history of the agency business. The 
first was whe F. W. Ayer, with his orig- 
inal contract, made it a business. The 
second was when he, Lasker, hired John 


Kennedy, paid him $28,000 a year, and 
dramatized reason-why copy as the most 
important element in the business. The 
third was when J. Walter Thompson Co. 
introduced sex into advertising, in “The 
skin you love to touch.” 

I need not describe here the early 
Woodbury’s soap campaign, which is 
known to every student of advertising. Its 
illustrative treatment and headline ap- 
peal were strictly emotional, and in a 
matter of months this advertising multi- 
plied the sale of the product many times 
over. Today, after more than 40 years, 
“The skin you love to touch” is still 
keynoting Woodbury’s soap advertising. 


@ Mr. Lasker, as Jim reports, thought the 
Woodbury sex theme was history-making. 
But Lasker did not believe that the emo- 
tional appeal to sex hunger was the only 
effective copy approach for a brand of 
soap. For, instead of imitating the Wood- 
bury emotional pitch, he came out, some 
years later, with his reason-why “Soap 
from Trees” campaign in behalf of Palm- 
olive soap. I am told that this advertis- 
ing, which explained rationally the beau- 
tifying merits of palm and olive oils, had 
a healthy effect on Palmolive sales. 

So there you are: Campaign A, highly 
charged with emotion, successfully sold 
one brand of soap; Campaign B, strictly 
reason-why in its approach, sold another 
brand with profitable results. 

What is true of soap, I feel certain, is 
also true of many other categories of 
products. The Lord Calvert “Men of Dis- 
tinction” campaign {s definitely emotion- 
al, but the Four Roses brand identifica- 
tion ads make no overt appeal to the 
reader’s emotional hankerings. Both cam- 
paigns are reportedly successful. 

The point I seek to make, as you can 


see, is that there is no one right way. 
The Ken-L-Ration copy theme (“Lean, 
red meat”) has played no small part in 
making this brand of dog food the No. 1 
sales leader. But does this mean that only 
a rational copy theme is right for this 
type of product? I tend not to think so. 
It is entirely possible that, sooner or 
later, somebody will come along with an 
emotional pitch that will do a selling job. 

The emotional approach, in my opin- 
ion, is most effective when it promises a 
relevant and credible benefit. Used very 
often are emotional devices (tiny infants, 
puppy dogs and kittens, glamorous fe- 
males, lovable old grandmothers and so 
on) which make no sense whatever; they 
have no honest relationship to the prod- 
uct and to what it will do for the con- 
sumer. 

Purely as a matter of opinion, I be- 
lieve there is too much irrational adver- 
tising. We tend to underestimate the good 
sense and hardheadedness of the so-called 
common man, and too many of us em- 
brace the notion that ordinary people are 
devoid of critical instincts and capacity to 
think. We are told by sociologists that as 
a nation we are becoming culturally illit- 
erate faster than all of our educational 
agencies are managing to make us literate 
and culturally civilized. 


On the Merchandising Front... 


Advertising Age, December 3, 1956 


When I was a salesman, as a young 
man, one of my most sensible and hard- 
headed customers was an Irish bricklayer 
who could neither read nor write. No 
doubt he was plagued with emotional 
hungers, even as you and I, but I could 
sell him only when my “copy” was 
strictly reason-why. I offer this not to 
discredit the potency of emotional ap- 
peals in advertising, but only to empha- 
size my faith in the critical instincts and 
practical good sense of the average Amer- 
ican consumer, uncultured or not. 

I am hearing a great deal of enthusias- 
tic comment lately about the power of 
so-called “off-beat” campaigns. None of 
them, as far as I can see, makes much of 
an attempt to appeal rationally to the 
consumer’s reason. Some of these cam- 
paigns, I have no doubt, are productive 
of sales. But who can say that a rational 
appeal to the reader’s common sense 
would not be equally, or even more, pro- 
ductive? 

Use an emotional appeal if and when 
it is clearly indicated by your thorough 
analysis of the problem and your clearly 
pinpointed objective. Don’t use it merely 
because a competitor seems to be making 
hay with it, or because irrational “off- 
beat” advertising is currently the craze in 
certain advertising circles. 


Brand Substitution by In-Store Display 


By E. B. Weiss 

I am beginning to wonder whether the 
open display of national brands is, at this 
very moment, contributing more largely 
to sales than is some $7 billion of na- 
tional advertising. 

Certainly, whenever 
a controlled test has 
been made (and Niel- 
sen reports several) in 
which a_ well-known 
brand is dropped down 
to a lower shelf, or 
given less shelf front- 
age, or given a second- 
ary location, and an- 
EB. Weiss other brand, not quite 

so well known, is 
given better visibility, the results have 
uniformly proved that display will outdo 
advertising in making the sale. 

In certain classifications of merchan- 
dise, this is one reason for the rather 
rapid emergence, of late, of the store- 
controlled or “private” brand. Here it has 
been found, time and again, that by giv- 
ing the store brand preferential shelf 
position, it can compete quite vigorously 
with strong manufacturer brands—and 
sometimes with the strongest brands of 
manufacturers. 


® Now it would be downright silly to 
try to give the impression that this situ- 
ation is equally true of all brands, in all 
merchandise classifications. That isn’t so 
at all. But, in varying degree, it is ap- 
plicable to a sufficiently large number 
of manufacturer brands, in a sufficiently 
large number of merchandise classifica- 
tions, to give at least some advertisers 
cause for concern. 

Brand loyalty exists. But it most def- 
initely does not exist to the degree that 
most brand promoters fondly imagine, 
and certainly, to take just one lone ex- 
ample out of hundreds and even thou- 
sands, I doubt that Ivory soap commands 
the brand loyalty today that it did, say, 
30 years ago. And there is every reason 
to believe that, despite the larger sums 
spent in advertising, brand loyalty is on 
a steady downgrade—a situation made to 
order for the controlled (and advertised) 


brands of the giant retailer. 

What is causing this situation? 

I would summarize the causes, quickly, 
this way: 

1. The vast similarity in merchandise— 
in quality, styling, construction, pricing, 
packaging, etc. 

2. The growing number of known 
brands, including the known brands of 
the retailer. 

3. The growing attitude on the part of 
the public that—“one brand or another 
—what difference does it make?” 

4. The increasing speed with which 
purchases are made in a growing number 
of classifications; the faster the shopping 
decision is made, the more easily it can 
be swung to one brand or another by dis- 
play. 


® But perhaps the most potent causative 
factor is the vast similarity in advertis- 
ing. ‘e 
It has almost always been true that one 
could take the campaigns of all the man- 
ufacturers in one field, display them for 
simultaneous examination, and immedi- 
ately be struck by the astounding sim- 
ilarity in the presumably competitive 
advertising. However, in advertising’s 
earlier days, all of the components of the 
merchandise, itself, were not as similar 
as is true today, and there were far fewer 
advertisers. 

It is this combination of similarity in 
merchandise, plus similarity in advertis- 
ing, plus the multiplicity of advertisers 
and brands that has resulted in a situa- 
tion in which, while brand names are 
well known, they are too often known 
as names—not for any specific factor of 
buying urgency. There is a difference. A 
big difference. A vital difference. And a 
difference made to order for “substitu- 
tion by display.” 


= What has caused this vast similarity in 
competitive advertising? It is due, I 
think, at least in part, to the “conform- 
ance factor” in our large corporations. 
We must bear in mind that just a few 
hundred large corporations spend about 
75% of our total national advertising 
dollar. They control the majority of 
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PHILADELPHIA OAiL¥ 


RETAIL ADVERTISING LINAGE 

: 10 Months (1956 vs. 1955) 

Morning & Sunday 
INQUIRER 


Source: Media Records aN 


Retailers do not advertise for sales next week or next month... 


or for good will. They advertise for “action—right now—at cash 


register level.” Doesn’t the fact that they are swinging more and 


more linage to us—while our competitors suffer heavy losses in 


retail linage—prove a point? s 


happenin 


The Point is this: the Philadelphia Daily NEws is red-hot. It is 
moving merchandise for scores of old and new advertisers—mak- 
ing sales at a profit. If you want to make your sales come alive 


in this rich market, the reborn Philadelphia Daily News is a must! 


in Philadelphia! 


PHILADELPHIA DAILY 


NEWS 
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known brands in most merchandise clas- 
sifications. In these organizations the 
least desirable characteristic is consid- 
ered to be individuality. I speak now of 
the human element—conformance is the 
prime requisite. 

Surely it is obvious that individuals 
selected for their ability to conform will 
inevitably tend to select advertising that 
conforms. And that, equally obviously, is 
death to truly distinctive advertising. 

What I am contending is that too much 
advertising by our largest advertisers 
“plays it safe.” (You take no licking if 
you take no chances.) And the conse- 
quence is that their brands are known 
for less and iess of true buying signif- 
icance. Consequently, these brands are 
increasingly subject to the whims and 
prejudices and policies of the retailer and 
his merchandise display procedures in 
this self-service, impulse-buying age. 


® Getting back to the inquiry with which 
I started this column, it would be quite 
impossible to measure the relative con- 
tribution to the final sale of each of the 
many elements involved in making that 
final sale. Indeed, they can’t be sepa- 
rated. Consequently, nobody will ever 
know whether, right now, store display 
is contributing more to the actual sale of 
many known brands than is advertising. 

But common logic tells us that, when 
merchandise that lacks distinction is 
promoted by advertising that also lacks 
distinction, then the net result must be to 
restore to the giant retailer, in particular, 
an increasing degree of control over the 
movement of specific brands. He needs 
only resort to the simple expedient of 
giving choice display position to the 


In brief, it appears to this observer 
that uninspired national advertising is 
creating a wonderfully favorable climate 
for the store-controlled brand. And, since 
the competitive brand battle of the 
near-term future is to bé waged between 
the brands of manufacturers, on the one 
hand, and the brands of distributors 
(wholesale and retail) on the other, this 
means giving the distributing trades aces 
and spades. After all, they control the 
all-important factor of store display lo- 
cation! 


s Our giant retailers are powerful local 
and sectional brand advertisers and, as 
evidenced in recent months, several are 
becoming powerful national advertisers 
of their own brands. While their adver- 
tising has yet to show much more dis- 
tinction, if any, than that of most of our 
large advertisers, they still have that ace 
card of display to back up their advertis- 
ing 


I believe there is an urgent need for 
manufacturer brands that are not simply 
known but which are known for one or 
more specific factors that are recognized 
by the shopping public as potent reasons 
for brand preference and continuing 
brand loyalty. We have too little adver- 
tising capable of creating those factors 
of brand preference. 

There is precious little brand prefer- 
ence today; even less brand demand. 
There is, primarily, brand acceptance. 

And brand acceptance is duck soup 
for manipulation by the new art of brand 
substitution—in-store display. 


Looking at Radio and Television... 


Co-Sponsorship Adds to 
Agencies’ Billing Problem 


By The Eye and Ear Man 

A new problem involving agency com- 
missions in television has arisen to fur- 
ther complicate the billing procedures of 
the advertising agency. The problem 
arises from the sharing of programs and 
involves splitting commission on talent. 

More than 90% of all television pro- 
grams now are sponsored by more than 
one brand, product or service. Some of 
these products are manufactured by a 
single company and the problem is sim- 
ply one of internal bookkeeping. Most, 
however, are the products of unrelated 
companies, and sharing always produces 
problems of compatibility. 

On  network-controlled participation 
programs—“Today,” “Tonight,” “Home,” 
“Morning,” etc.—a single price is charged 
for a minute unit which includes time, 
talent, production, and is billed gross to 
the advertiser. There has been no vocal 
criticism of this method of commission, 
even though the advertising agency does 
less on this kind of show than on any 
other. 


= On half-hour programs, which are 
shared by two advertisers but produced 
by a network or a packager, both ad- 
vertisers are billed by the network, for 
the time, and by the producer, for the 
program—with the advertiser being billed 
15% for agency service on the program. 
The 15% is automatically included in the 
gross time charges, of course. 

When two advertising agencies are in- 
volved for two advertisers, many meet- 
ings between the two are held to achieve 
a composite point of view. The two lit- 
erally must learn to live together in order 
to prevent their being divided and con- 


quered by the producer. In matters like 
publicity and promotion, they must share 
costs. In cases of openings and closes and 
format, they must be in complete agree- 
ment. 

Many other cooperative efforts, such as 
agreeing on the station lists and the split 
of commercial time—generally two min- 
utes on one week and one-minute hitch- 
hikes on the next—need to be threshed 
out by the advertisers and their agencies. 
But hardest of all is to agree on who 
handles the talent, and when things are 
not going exactly right, who is going to 
do the fixing? 


s When two advertising agencies handle 
a program for a single company, the 
agency in charge of production is gener- 
ally picked because it has the majority 
of products sharing the program on a 
year-round basis. The producing agency 
either accrues a percentage of the talent 
commission from the minor agency on a 
set formula, or a negotiation takes place. 

A few large companies and their agen- 
cies have agreed that it takes a latter-day 
Solomon to agree on the production costs, 
and they simply agree to split the work 
and keep the gross commission-split un- 
complicated. 

Now the toothy problem is one of an 
advertiser agreeing to allow a co-sponsor 
to take half of a program. So far, okay. 
Usually the agency has a fulltime produc- 
er, a West Coast and New York liaison, 
and a good relationship with the show 
producer. The new advertising agency is 
simply buying in with the right to put its 
commercials in an already-established 
pattern. Does the new agency therefore 
split its talent commission in order to 


properly reimburse the originating agency 
for its work? If so, how much? 


® Since the sell-off on a onetime or two- 
time basis is getting to be commonplace, 
the advertiser must recognize this prob- 
lem. The agency staffs up for a full 
year’s work. Sell-offs mean a halt to 
commissions, but the expense goes on. 
Should the buying-in agency be forced to 
pay a fee to the regular agency? 

Without a doubt, buying-in agencies 
should have to pay a premium for lack 
of contribution to programming, and this 
need not disturb the conventional meth- 
od of agency commission. The agency giv- 
ing up a share of the commission is 
merely paying for a staff function which 
it then need not assume. 

The end result of being in business is, 
after all, to return a profit to the in- 
vestors or owners. If an agency can 
achieve this profit by the act of buying a 
successful program, which it need not lift 
a finger to improve, is this not the pur- 
pose of being in business, particularly if 
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the client gets a good buy? 

For exampl nm agency, with re- 
sponsibility for the uction of a show, 
shares that show with another agency, 
which represents the major advertised 
brands on the show, the producing agen- 
cy usually gets approximately 35% of the 
total 15% talent commission. The agency 
with the brands on the show gets 65%. 
In instances where an agency actually 
produces the entire show with its own 
staff, its share can be 50%. These fees 
are subject to negotiation and in actual 
practice the pattern depends strictly on 
what the people involved can agree on. 
In some cases the producing agency adds 
a flat monetary fee to the program price 
and the participating agency adds 15% of 
the total. This practice makes everybody 
but the client happy. 

Whatever the remedy, the problem of 
co-sponsorship is now commonplace. The 
system of commission must remain 
malleable, and agencies must be compen- 
sated on the basis of their contribution to 
the partnership. 


ia 


Sales manager: “Our salesmen send 
in samples of the color the customer 
wants, or try to describe it verbally. 
Every trial and error means money 
down the drain for us. How can we 
simplify our line to prevent this 
waste? I'll bet we have mixed 6,000 
different shades of white alone in the 
last five years!” 


Although not a Drawthinks problem, 
the analogy seems a good one. Are 
you letting the art director guess 
what you have in mind when you 
present a rough? Does he wonder in 
which of 6,000 ways you'd like it han- 
dled? 


He doesn’t have time to waste on 
even six wrong guesses. 


For experimental purposes, he (or 
she) and you may be able to operate 
this way occasionally. But usually, 
the better the information, the speed- 
ier and easier the interpretation. 


These lessons are about half how-to- 
do-it and half why-to-do-it. If you 
already know why, you may pick up 
a few hows here. Why not send in 
some of your Drawthinks? Comments, 
questions and your own creative 
roughs of general interest will be ap- 
preciated and will be helpful in 
planning future lessons. 


1 MAKE MY ROUCHS COOD, 
LIKE A COPYWRITER SHOULD 


KS 


VRITER 


Six thousand shades of WHITE! 


A true story with a moral 


Next Lesson: An easy way to neat, clean roughs 
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a homemaker is a c 


Take a high I.Q. ... add buckets of energy ... season with maturity—and mix well. 
Result: a modern American homemaker whose aims in life are as balanced 

as the meals she cooks each day! Of contemporary women’s service magazines, 
only Woman’s Home COMPANION is edited to engage all the homemaker’s interests 
—from kitchen to fashions, from nursery to national affairs. When she sees 

your advertising in COMPANION—along with her favorite, most rewarding 
reading —she’s certain to reach for your product more often! 


1 sepa tae 


CROWELL-COLLIER PUBLISHING CO. 
640 FIFTH AVE... NEW TORK 19. B. ¥. 
PUBLISHERS OF WORAN'S HOME COMPANION, COLLIERS 
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‘SI’ Advances Ruth Lieder 
Ruth M. Lieder, asistant depart- 
ment store manager of Sports II- 
lustrated, has become West..Coast 
merchandising representative. 


USE : 
MISSOURI NEWSPAPERS 
THE EASY WAY 


Whether you use one or all of 
Missguri’s 398 newspapers it’s 
easier, faster, cheaper with Mis- 
souri Press Service. 

ONE ORDER—ONE BiLL— 


ONE CHECK 
Send for your free directory of 
Missouri newspapers—weekly, daily and 
Sunday. Write . . . 
MISSOURI PRESS SERVICE, INC. 
WALTER WILLIAMS HALL 
Columbia Missouri 


Movies Offend Less, 
Film Ads More, Says 
Decency Legion Head 


WasuincTon, Nov. 27—While the 
number of objectionable motion 
pictures showed a marked drop 
last year, “lurid” advertising be- 
came a matter of increased con- 
cern, according to the chairman of 
the Legion of Decency. 

In a report to the Catholic Bish- 
ops of the U.S., meeting at Cath- 
olic University, Bishop William A. 
Scully, chairman of the episcopal 
committee on motion pictures, 
charged many films are being ex- 
ploited “through lurid and salaci- 
ous details” which “incite the 
baser nature of man and are alien 
to his rational nature as a child of 
God”. ‘ 

“This grievous violation of de- 
cency and obvious dishonesty 
through misrepresentation (al- 
ready noted by trade and secular 
journalists) calls for immediate 
remedy by the motion picture in- 
dustry, lest our films here and 


*The Nation's Biggest 
One-Newspaper Market 


PERSONAL INTERVIEW 
SURVEY OF TRE 
f AKRON HOME MARKET 


* 


CONSUMER 
INVENTORY 


- 


-BOuBONS 


REPRESEMTED MATIOHAILY BY STORY. BROOKS & FINLEY, to0c 


An accurate, detailed picture of the great Akron market 
place is available to you now in the second annual Top Ten 
Brands survey made in Akron by Dan E. Clark, Il & Associ- 
ates, Inc. Comparisons are shown between 1956 and 1955 
for products from Appliances to Wrapping Paper in fast- 


growing, free-spending Akron. 


Write us or ask your Story, 


Brooks & Finley representative for your free copy 


OHIO’S MOST COMPLETE NEWSPAPER 
STORY, BROOKS & FINLEY, Representatives JOHN $ KNIGHT, Publisher 


- GUARANTEED TO G0 

> TMRU ICE, 

_-MUD-OR SHOW 
WE PAY THE TOW 


Town & Country Tires give you 


triple-action traction! 


rSSSSEE a 


a 


BACKED-UP—“Guaranteed ...or we pay the tow” is the offer made in 

a three-page magazine ad for Firestone Tire & Rubber Co. Shown 

here are pages one and three of the ad. Though the ad goes into 

no details on how any tow bills are to be paid, guarantees go 

along with newly-purchased tires and tow bills are paid through 
the dealers. Campbell-Ewald, Detroit, is the agency. 


abroad be characterized as a com- 
plete glamorization and deification 
of the flesh.” 


® Bishop Scully reported that the 
number of American films classi- 
fied as objectionable in part de- 
clined from 92 (33.45%) in 1955 
to 62 (23.05%) this year. 

Contrasted with four which were 
wholly condemned last year, only 
one American film was classified 
as “condemned” this year. Of the 
foreign films screened in this coun- 
try, 18 (30.51%) were objection- 
able in part, and seven (11.86%) 
were condemned. 

Bishop Scully cautioned that 
statistics are not a sole measure of 
the degree of objectionableness. He 
lamented the “intensity” of offense 
in many of the partially objec- 
tionable films, and he called on 
“our Catholic people” to avoid 
completely films in the partly ob- 
jectionable category. 


ABP Sets Dates for Awards 
in 15th Ad Competition 
Associated Business Publica- 
tions, New York, has announced 
that merchandising paper entries 
in its 15th annual competition for 
advertising awards will be judged 
in New York Feb. 13 by a panel 
of 21 merchandising executives 
headed by Mort Farr, appliance 
dealer of Upper Darby, Pa. Awards 
in this classification will be pre- 
sented April 15 in New York and 
will be co-sponsored by the Ad- 
vertising Women of New York. 
Campaigns which appeared in 
industrial, professional and insti- 
tutional publications will be 
judged in Newark, Feb. 14 by a 
panel of 18 company and agency 
executives headed by Richard S. 
Hayes, director of advertising of 
Okonite Co., Passaic, N.J. Awards 
in this division will be made April 
2 at a luncheon in Newark co- 
by the New Jersey 
chapter of National Industrial Ad- 
vertisers Assn. 


Cream in Your Coffee Enriches 
Farmers’ Income $336,000,000 
The cream in your coffee repre- 
sents an annual income of $336,- 
000,000 for U.S. dairy farmers, ac- 
cording to a survey published by 
the Pan-American Coffee Bureau. 
The report reveals that coffee 
drinkers use from 230,000,000 to 
350,000,000 gallons of dairy prod- 
ucts every year. A little more than 
45% of this is milk; another 40% 
is light cream; 4% is heavy cream, 
and 11% is evaporated or con- 
densed milk. 


Hackwith Joins Bon Ami 

Robert G. Hackwith has been 
appointed to the new post of direc- 
tor of marketing planning and ad- 
vertising of Bon Ami Co., New 
York. Mr. Hackwith was formerly 
sales manager of the Duncan 
Hines division of State Brand 


Creameries. 


FTC Says Wall-Tex 
‘Cut Off’ Discounting 
Jobbers, Retailers 


WasnHiIncrTon, Nov. 27—The Fed- 
eral Trade Commission charged 
last week that the makers of Wall- 
Tex washable fabric wall covering 
conspired with some of its dis- 
tributors and franchised dealers to 
cut off jobbers and retailers who 
sold below suggested retail prices. 

FTC said Columbus Coated Fab- 
rics Co., Columbus, manufacturer 
of Wall-Tex, has 65 distributors 
who have exclusive dealer fran- 
chises. The complaint said the 
company employed detectives who 
kept price-cutting stores under 
surveillance. 


® According to FTC, employes of 
trucking companies were bribed so 
that these detectives could examine 
cartons headed for boycotted stores 
through code numbers on cartons 
and rolls, the detectives were able 
to trace the shipments to the dis- 
tributor who supplied them. 


Al Whyte Joins Beebe Bros. 

Al Whyte, formerly advertising 
manager of Titan Chain Saws Inc., 
Seattle, has been named adver- 
tising manager of Beebe Bros., 
Seattle, manufacturer of industrial 
hoists. He succeeds C. MacKin- 
non, who has joined Shamrock 
Oil Co., Edmonton, Alta. 


Advertising Age, December 3, 1956 


Campbell Sees 1957 Gain 

Campbell Soup Co. expects a_ 
“moderate” sales and profits gain 
in its 1957 fiscal year, according to 
William B. Murphy, president. 
Speaking to the annual meeting of 
stockholders, he said. “We’ve laid 
our plans on a continued upward 
progress of sales and profits during 
this 1956-57 year and we expect to 
succeed in those plans.” For the 
fiscal year ending July 31, Camp- 
bell had net profits of $29,243,557, 
equal to $2.74 a share, compared 
with previous year’s earnings of 
$29,133,197 or $2.73 a share. Sales 
rose 14% to $429,841,220. 


Mages Buys Maypole Boats 

Mages Sporting Goods Co., Chi- 
cago, has bought Maypole Boats & 
Motors, Chicago, through an ex- 
change of stock. The Mages com- 
pany issued 72,130 shares of au- 
thorized stock in return for the 
40-year old wholesale and retail 
boat distributing company. May- 
pole will become a division of the 
parent company. 


has complete facilities to serve 
BOTH Tulsa and Muskogec. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 


Ask Your 
Avery-Knodel 
Representative 


Channel 


Mike Shapire, Managing Director 
TULSA BROADCASTING CO. 
Box 9697, Tulsa, Okle. 
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is the word for the Newsweek reader 
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DIVIDEND—Here is the Food Pac 

given to depositors at the First 

Federal Savings & Loan Assn., 
Raleigh, N. C. 


Savings & Loan 
Is Distributor in 
Debut of Food Pac 


New York, Nov. 27—Guest Pac 
Corp., drug sampling organiza- 
tion, has launched a food sampling 
division called Food Pac. 

First distribution of Food Pacs 
was in Raleigh, N. C., Nov. 25 
when First Federal Savings & Loan 
Assn. of that city started distribut- 
ing them to its depositors as free 
gifts. This debut will be followed 
by a drive for new accounts, in 
which a Food Pac will be given 
to all who open $25 accounts. 

For the present, according to 
James J. Harris, Guest Pac pres- 
ident, the food sampling will be 
confined to banks. The Raleigh 
promotion involves a sampling 
of 8,000 Food Pacs—approximate- 
ly 50% of the households in that 
city. It will be advertised with 
eight half-page ads in the Raleigh 
Times and the Raleigh News & 
Observer, radio programs over 
WRAL and television spots on 
WNAO-TV. 

Additional merchandising will 
be in the form of lobby displays 
and a mailing to the bank’s cus- 
tomers. 


® Mr. Harris indicated that he 
had a deal going to distribute 
200,000 Food Pacs through a Cal- 
ifornia chain of banks but that 
the operation might be confined 
to smaller samplings until the 
kinks are worked out. Also in the 
discussion stage is’ the possibility 
of combining Food Pac with the 
original Guest Pac for a combi- 
nation drug and food sample pack- 
age. 

Manufacturers pay 2¢ per item 
in the Food Pac, while the banks 
will be charged about $1 for each 
Food Pac, the company reports. 

Contents of the first Food Pac 
include Ocean Spray cranberry 
juice cocktail; Instant Ralston; 
General Foods’ Minute Rice, Corn 


Creole, by Libby, McNeill & 
Libby; Ry-Krisp; Royal Crown 
Cola; Junket; Nescafe; Starlac; 


Sakrin (Pearson Pharmacal), and 
Baker’s coconut. 

Since its inauguration, Guest 
Pac reports it has distributed more 
than 4,000,000 packs, containing 
better than 50,000,000 drug and 
cosmetic samples. 


Van der Boom Heads Adclub 
Gordon Van der Boom, Van der 
Boom-Hunt-McNaughton, has 
been elected president of the 
Southern California Advertising 
Golf Assn. Other officers elected 
are Bill Menne, Menne Co., vp; 
John Weiser, Ruthrauff & Ryan, 
secretary, and Dutch Bannister, 
Maurice Kimball Co., treasurer. 


Schenley Sets Pre-Holiday 
Drive for Decanter Specials 

Schenley Distillers Co. will use 
the largest pre-holiday newspaper 
and magazine campaign it has used 
in several years for its Schenley 
Reserve Skyline decanter and its 
imported O.F.C. Canadian Schen- 
ley Olympian cocktail shaker de- 
canter. The newspaper schedule 
calls for b&w ads of 1,500 lines in 
400 daily newspapers and full 
pages in four colors in 20 news- 
papers in selected markets. 

In addition, four-color spreads 
will be used in Life, Look, News- 
week and Time. Outdoor panels 
and extensive use of point of sale 
material will support the news- 
paper and magazine campaign. 
Batten, Barton, Durstine & Os- 
born is the agency. 


Heet Increases Ad Push 

The “greatest advertising cam- 
paign in its history” has been 
launched for Heet, a gas-line anti- 
freeze manufactured by DeMert & 


crease in the use of radio ie a 


;gram material, 
Dougherty, Chicago. A 250% in-|scribed commentaries and inter- 
| views about the Olympic Games. 


feature of the new campaign. One-| 
minute spots will be used on a) 
heavy schedule to reach motorists 
who are driving during the morn- 
ing and evening rush hours. In ad- 
dition, Heet will use newspaper 
and outdoor advertising. The out- 
door campaign will feature, during 
November and December, the mes- 
sage “Winter-ize your car 100%— 
add Heet.” In January the message 
will be “Heet-protected gas-lines 
never freeze.” Arthur Meyerhoff & 
Co. is the agency. 


Australia Gets ‘Monitor’ 
Australia is now broadcasting its 
own version of “Monitor,” which 
will be on the air Sundays from 
noon to 5 p.m. The Australian ra- 
dio station, 2GB in Sydney, has 
been given sole rights in Australia 
for the use of the name and for- 
mat. NBC, here, producer of “Mon- 
itor,” is sending 2GB some of its 
program material; 2GB in return 
is sending NBC some of its pro- 
including tran- 


Miss Byrne Joins FitzGerald 
Patricia Byrne has joined L. C. 
FitzGerald Inc., Providence agen- 
cy, as an account executive. Miss 
Byrne formerly was a member of 
the sales department of WWON, 
Woonsocket, R. I., and advertising 
manager of the Woonsocket Sun- 
day Star. i 
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| To the man “trom Missouri” 4 
who must be shown ...  ———+ 


To reach tonnage EZ 


buyers of metals, use 


AMERICAN METAL MARKET 


Daily Newspoper of the Metal Indusiries 
18 CLIFF ST., NEW YORK 38, N.Y. 


MATION’S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


THE FABULOUS SOUTHWEST 


24 counties West Texas & New Mexico 
The Nation's Largest Trade Territory 
Paso Times 
NEWSPAPER 
El Paso Herald - Post 
A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


covered by 
Thy ZI 
AN 
AND SUNDAY 


THE 


«-- with 
circulation 
LEADERSHIP 


-  eeswith — 


advertising 
LEADERSHIP 


Largest Circulation in the Pacific Northwest 


51,309 


TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 


City Zone Lead — 12,189 
City & RIZ Leac — 19,874 


296,260 Sunday 


Sources: ABC Publishers’ Statements for 6 months 
ending March 31, 1956; Media Records total 
advertising, less AW and TW, 1955. 

REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, ING, | 


TOTAL ADVERTISING LEAD 


4 564 3iI OVER 2ND PAPER 
7 7 Year: 1955 
LINES Retail Lead — 3,312,727 lines 
General Lead — 1,242,320 lines 
Classitied Lead — 4,009,264 lines 
233,219 Daeily 


THE Oregonian 


PORTLAND 1, OREGON 
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ween | Despite Sales Drop, Schenley 
|. | Reports Higher Net in ‘56 
4 While sales of Schenley Indus- 
© | tries Inc., New York, dropped ap- 
> | proximately $7,500,000 for the fis- 
cal year ended Aug. 31, 1956, 
earnings increased more than $2,- 
000,000 during the same period. 
The company’s sales declined to 


Nielsen Radio 
Two Weeks Ending Oct. 20, 1956 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current 

Rank Program 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) $404,161,765 in fiscal °56 from 
Dragnet (Chesterfield, NBC) ..........:000-. seenaneennansetatennnneunnnneunnseseennnnts ; ia | $411,732,151 in °55. Its earnings, 
Great Gildersleeve (Participating, NBC) : ' : however, climbed to $8,438,783, or 
Speech id "= | $1.93 a share, up from the $6,116,- 


| An Important Message 


By Dr. Frederick Brown Harris 


Cdeaphasn of the | meted Srates Semate 


793, or $1.40 a share the previous 
year. 

The company in its annual re- 
port said that $975,000, or 22¢ a 
share, of the 1956 net was account- 
ed for by a change in Schenley’s 
bookkeeping practices. Schenley 
has been following an_ ultra- 
‘| conservative policy on setting aside 

» |reserves to finance future adver- 
ee er ae cee ete amg te Ma lh a ae “tt pre’ . . 
ee ee =~ | | tising, promotion and marketing of 


Se eee | bonded bulk whisky, Louis Rosen- 


904 | stiel, chairman, reported to stock- 
1.809 | DON'T OMIT—In this ad, Dr. Harris | holders. In the previous two fiscal 
1,762 dramatically opposes the common | years, the company had set aside 
1,762 | funeral request, “Please omit flow- | $1,430,000 and $1,391,000, respec- 
1,762 | ers.” This newspaper page, a “pub- | tively. In 1956, Schenley set aside 
1419 | lic service” by the Florists’ Tele- | OMY $416,000. 

|graph Delivery Assn., is appearing | 


People Are Funny (Participating, NBC) 

News from NBC (Brown & Williamson, Tves., 8:30 p.m.) 
Allan Jackson-News (Chevrolet, 8 p.m., CBS) . 
Speech—Governor Leader 

Gunsmoke (Liggett & Myers, Sun., CBS) 

News (Texaco, Sat., 8 p.m., ABC) 

ENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (SSIS 
Lowell Thomas (Delco Batteries, CBS) = 
One Man's Family (Participating, NBC) 

News of the World (Miles Labs., N2C) 

EEKDAY (AVERAGE FOR ALL PROGRAMS) 

World Series-1956 (Gillette, NBC) 

Young Dr. Malone (Whitehouse, first half, Thurs., CBS) 

Young Dr. . second half, Wed., CBS) 

Helen Trent (Mentholatum, second half, Tues. & Thurs., CBS) 

Young Dr. Malone (Carter, first half, Tues. & Thurs., CBS) 

Ma Perkins (Lipton, first half, Mon.-Fri., CBS) 

Helen Trent (Toni, first half, Tues. & Thurs., CBS) 

ieee CI ND CI, i, Coes cccccstncascccccssceniecsocccicnicoece ‘ ‘in 11 cities. Grant Advertising is | 

Young Dr. Malone (Toni, first half, Wed. & Fri., CBS) the agency. 

white income, of any Negroes in Second Mrs. Burton (Colgate, first half, Mon.-Fri., CBS) 7 | 


the nation. They have more than | DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 
Wrap Better—Sell 


a Quarter of a Billion Dollars to | 1 World Series-1956 (Gillette, NBC) 
5 ‘a. } 
More, Canadians Are 


spend, this year . . . and they will 2 Woolworth Hour (F. W. Woolworth Co., CBS) 
spend, at least, 80% of it on com-| 3 World Series Scoreboard (Gillette, NBC) 
} 
Told at Package Show 
TORONTO, Nov. 27—Canada’s 


modities. They will buy nearly Day, SATURDAY (AVERAGE FOR ALL PROGRAMS) 
$800,000,000 packaging industry is | 


The largest one-locality seg-| 
ment of America’s Negro popula- 
tion has taken a big stride forward 
to top position as the nation’s 
highest paid, per capita wage 
earners, in the colored category. 
And WDIA has taken the big 
stride forward with these 1,237,686 
Memphis Negroes, to create the 
most gigantic market of its kind 
in the United States! 


Forward Drive 

The influx of industries into 
this area has revolutionized the 
status of Memphis Negroes. Al- 
most one-tenth of all the Negroes 
in America live in this area. In- 
dustries are utilizing these Ne- | 
groes and providing them with | 
the highest income, relative to! 
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80% of all the rice sold in Mem- 1 Gunsmoke (Liggett & Myers, CBS) 
phis... approximately 75% chest) 2 News5 p.m. (NBC) 
rubs, laxatives, and other drugs| 3 Notre Dame Football Games (Pontiac, MBS) 


... more than 50% of all deodor- 
ants and hosiery. Memphis Ne- 
groes are surging forward to a 
new level of living ...a new 
standard of quality and quantity. 


Seven League Boots 


WDIA has put on Seven League 
Boots in the form of 50,000 watts 
to keep in step with the economic | 
stride of the Memphis Negroes. | 
WDIA is keeping abreast of de-| 
velopments with specialized pro-| 
gramming and a staff made up| 
of Negroes. Negro stars . . . Negro | 
performers ... Negro entertainers | 
. . . Negro announcers. Negroes 
elevated to stardom, who promise 
a bright future for tomorrow, with 
advanced thinking—but, who give 
a sense of security, in a changing 
world, with familiar tradition, 
voices, and music. WDIA acts as 
a magnet, its drawing power is so 
terrific, in a community relations 
charity show, its Stars drew the | 
largest crowd in the history of | 
Memphis’ Municipal Auditorium. 
And, by the same drawing power, | 
WDIA sells its clients’ products | 
directly through its radio station, | 
to one-tenth of all the Negroes in | 
America! 


One Medium 

WDIA is the one workable ad- | 
vertising medium for this Negro 
market. Readership is low .. . TV | 
ownership low. Space advertising 
and TV time are unable to contact 
this mammoth market. WDIA— | 
and only WDIA—with its 50,000) 
wait coverage and its exclusive | 
Negro specialization can sell your | 
brand of goods on a giant scale. | 


They do the job for: i 


Carnation Milk . . . Arrid 

... Calumet Baking Powder 

..+ Kroger Stores ... Fol- 

ger Coffee . . . Budweiser 

ook oe 

For factual information on how 
WDIA can merchandise your 
brand in this great, growing mar- 
ket, write, on your letterhead, a_ 
request for both figures and a) 
bound copy of, “The Story of | 
WDIA!” 

WDIA is represented nationally 
by John E. Pearson Company. 


ai "72. Prevdant 
eeat vancl 4 Ceneral Manages 


MAROLD WALKER, Commercral Morag: 


* Number of homes reached is based on 47,615,000, the 


total U. S. radio homes. 


+ Homes reached during all or any part of the program, except for homes listening 
only one to five minutes. For a program of less than 10-minute duration, homes lis- glance of the shopper as she—or he 


tening one minute or more are included. 


Publishes Booklet On 
Mobile Home Dwellers 

The Trailer Coach Assn., 607 S. 
Hobart Blvd., Los Angeles, has 
released a brochure on mobile 
home dwellers called “The West’s 
Third Largest City.” The booklet, 
which includes material from a 
survey made by the Stanford Re- 
search Institute, says that there 
are more than 1,000,000 mobile 
homes in use today, housing a pop- 
ulation of nearly 3,000,000. One- 
third of these are located in the 
West. 

According to the brochure, by 
1970 10% of the total population 
in the U.S. will live in trailer 


homes. The booklet gives data on 
mobile home _ dwellers, trailer 
parks, the industry in general and 


| working harder than ever to wrap 
|everything up better. 
The accent is on catching the 


|—seans the store shelves. “Wrap 
up an item better, and the cash 
registers will keep chiming,” is the 
story of the industry. 

| Housewives can look forward to 


mobile home financing. It adds a Seeing these new ideas on the 


nine-point suggested program on 


which to base trailer park ordi- | 


nances. The booklet was prepared 
for TCA by its public relations 
agency, Burns W. Lee-Patrick 
O’Rourke, Los Angeles. 


Coty Names de Kolb Consultant 
Coty Inc., New York, cosmetic 
manufacturer, has appointed Eric 
de Kolb, industrial designer, and 
his organization as consultant and 
to direct the design and art de- 
partments of the company. 


one service operation 


for national advertisers 


and their agencies 


now that CM&H 

has installed GRAVURE 
in America’s finest 
photoengraving plant 


Cellins, 
Miller & 
Hutchings, Ine. 


B35 Wast Lek Struts at; Waalar Drie) - Chinge 6. 


letterpress—gracure 


| counters soon: 


e Cartons which pour out the ex- 
jact amount of the contents de- 
\sired (soap flakes, chocolate drink 
| mix, etc.) and not a morsel more. 


le Stronger, tighter, fully-sealed 
plastic wrapping for ready-cut 
meats. 


e Transparent plastic trays to hold 
fresh produce—notably tomatoes. 


e Greater use of aluminum to| 


package such foods as cottage 
cheese and ground meat. 


° Better-sealing but easier-to-re- | 
|place caps for ketchup and chili | 


| sauce bottles. 

| These were just a few of the new 

| developments unveiled at the fifth 
Canadian National Packaging Ex- 

| position, which was visited by 18,- 

(000 progress-hungry business men 
looking for better ways to package 

| their goods. 


D-F-S Moves Woodbridge, 
Elects Two, Names Pogue 

Dancer-Fitzgerald-Sample has 
transferred W. W. Woodbridge Jr., 
vp and San Francisco manager, to 
its New York account group for 
L&M cigarets, effective Dec. 17. 
The agency also has named Shel- 
ton Pogue, formerly with Cun- 
ningham & Walsh, to its New York 
office as an associate media direc- 
tor. 

At the same time, William V. 
Patten, account executive for 
Guild wine and western division 
supervisor for Falstaff beer, and 
Lawrence D. Dunham, account ex- 
ecutive for the Sperry division of 
General Mills, have been named 
vps in San Francisco. 


Cobb Heads Institute Publicity 

Elizabeth Y. Cobb has been 
named publicity director of the 
Vinyl Fabrics Institute, New York. 
Formerly acting director, Mrs. 
Cobb was with Roger Brown Inc., 
New York, before joining the in- 
| stitute. 


| aS 


| 
| 


When you need 

a new approach to 
an old sales problem, let 
Lemarge experts put 
their heads together 
and create a fresh 
direct-mail campaign that 
will mean a profitable 
answer for you. 


f — ne 
THE COMPLETE 
pane SERVICE 


\ 
\ 


Market Research 
Mailing Lists 


/ 
/ 


Multigraphing 
Imprinting 
Cutting & Folding 
Copy & Art 


Mechanical & Hand 
Inserting 


Addressing 
Terminal Sorting 


Scheduling & Stock 
Control 


\ 
| 
| 
| 
| 
| 


| 
| 
| 
| 
| 
\ Use your bean, use... / 


417 SOUTH JEFFERSON STREET 
CHICAGO 7, ILLINOIS 
HArrison 7-1030 
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Sweeney Credits 
Radio Growth to 
Women Listeners 


Cuicaco, Nov. 27—“Women have 
kept radio in business,” Kevin B. 
Sweeney, president of the Radio 
Advertising Bureau, told members 
of the Women’s Advertising Club 
of Chicago last week. 

The radio industry became wor- 
ried some years ago when tv sets 
were turned on in living rooms all 
over the country and radio sets 
were turned off, Mr. Sweeney ex- 
plained. But, he said the radio in- 
dustry found women were still lis- 
tening to radios all over their 
houses and in their automobiles. 

“And most of the products and 
services advertised on radio are 
products women buy,” he said. 

Describing radio as the medium 
that has grown more than any 
other, Mr. Sweeney said many 
homes in America have three or 
more radio sets; radio will do 
$750,000,000 in advertising this 
year and in dollars is 20% ahead 
of last year. 


® Mr. Sweeney feels two ways to 
expand radio further are (1) to 
aim for expanded hours of listen- 
ing and (2) to strive to meet more 
adequately the needs of women lis- 
teners. 

“Radio is doing little to convert 
women from their average listen- 
ing time—two to four hours daily 
—to our goal of six or seven 
hours,” he said. 

This goal is easily attainable, Mr. 
Sweeney asserts, because a person 
can listen to radio while doing 
other things. 

Mr. Sweeney also said _ that 
women’s service magazines now 
come closer to meeting the needs of 
women than radio. He looks for 
improvement as more women enter 
radio at the management level. 

“Radio can and should talk about 
things all women are interested in,” 
he said, “rather than discuss how 
to make caramel pudding.” 


Markott Opens Studio 

Howard R. Markoff, formerly 
art director of B. R. Doerfler Co., 
has opened his own graphic design 
and advertising arts studio, How- 
ard R. Markoff Co., 33 E. 65th St., 
New York. 


Put Your Display 
On Wheels! 


Ever thought about putting 
your company display on 
wheels to cover your best 
markets? 


Read how Texboro, a manu- 
facturer of wooden kitchens, 
put their display booth in a 
trailer to cover the fair cir- 
cuit. 

This fast-moving article starts 
on page 91 of the December 
issue of ADVERTISING RE- 
QUIREMENTS. Just one of 
the many fine articles about 
advertising production, pro- 
motion and merchandising. 


Each issue of AR _ covers 
everything an adman does 
except buy time or space. 


Not a subscriber? Then cli 
this ad and mail it today wi 
your $3 check. A full year’s 
(12 issues) trial will begin 
with the big December issue. 


Your money back, of course, 
if you’re not delighted. 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St. Chicago 11 


COFFEE AND—Model Shirley Helfiker serves a cup of Thomas J. 
Webb black coffee to a customer as part of a promotion introduc- 
ing Phoenix Hosiery Co.’s new stocking color, Black Coffee. The 
coffee-hosiery promotion was presented in six Wieboldt and 11 
Goldblatt stores in the Chicago area on a test basis. 


Seiger Joins Pharmaceuticals 
Ben Seiger has joined Pharma- 
ceuticals Inc., New York, as ex- 
ecutive assistant to S. L. TedJow, 
exec vp of the proprietary com- 
pany. A sales and marketing con- 
sultant, Mr. Seiger was formerly 
director of marketing of The 
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AND ILLUSTRATIONS @ 
FOR FAST LAYOUTS 


Art. Free sample. No obligation. Address . . . 


MULTI-AD SERVICES, INC. 


Box 806M Peorio. iinois 


American Weekly. 


Just What 


the Art Director Ordered! 


Here Type Can & Serve You 


1. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 67292 * Chicago 1 


Neutracel: the newest reason why Hammermill Bond prints better, types better, looks better 


ie 


THE MAGIC OF 


& 


NEUTRACEL 


Hardwood’s finer fibers help make typing is 


new Hammermill Bond even more readable 


. 

OR YEARS, papermakers have tried 

to unlock the special properties of 
hardwood to improve the blend of pulps 
that goes into fine papers. It had to be 
done—to meet the challenge of modern 
printing presses and business machines. 
Now Hammermill has done it! 

With an exclusive process, Hammer- 
mill produces Neutracel” pulp. For the 
first time, the finer fibers of northern 
hardwoods are extracted with all their 
papermaking qualities intact. 

With the new Hammermill Bond 
your letters will be neater, more read- 
able than ever before. That's true because 
the finer fibers of Neutracel, blended 
with other bright sturdy pulps, give new 
Hammermill Bond a more level surface 
that takes finer printing, typing, writ- 


ing, and carbon copies. Neutracel pulp 
brings increased opacity, plus greater 
bulk to give your letters more appeal. 
And you can even feel the smoother, vel- 
vety surface of new Hammermill Bond. 


Only a few months ago, Hammermill- 
invented centrifugal cleaners were in- 
stalled to make Hammermill Bond 
cleaner than ever before. To that 
important development we now add 
Neutracel, a $6,000,000 step forward 
to bring you Hammermill Bond that 
1) prints better; 2) types better; 
3) looks better. Ask your printer to 
show you samples. Hammermill Paper 
Company, Erie 6, Pennsylvania. 


Printers everywhere use Hammermill 
Bond. Many display this shield. 


with Neutracel’s finer fibers, costs no more 
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reached Kewanee, IIl., on Oct. 4, experience. After studying four 
but Peoria, Ill., 11 days later. Chi-| years, I graduated from college in 
cago deliveries were spread over| 1949 with a B.S. degree in art 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


four days, from Oct. 8 to 11; Port-| education. Having previously de- 
land, Ore., deliveries from Oct. 12|cided that advertising was my 
|to 17. Readers in Coeur D’Alene,| chosen field, I then attended a 
| Ida., got delivery Oct. 5, whereas | well known advertising and jour- 


An Agency Man and a Publisher Add 
Grist to the Postal Service Mill 


tion is beyond my comprehension. | circulation papers pay. But they|in Pittsburgh itself our readers 


To the Editor: Here is further 
grist for your mill concerning U. S. 
Post Office service. 

A proof sent by special delivery 
mail from the center post office 
in Philadelphia on Saturday, Nov. 
10, was picked up by the writer 
at our post office box in Radnor, 
Pa., a mere ten miles from Phila- 
delphia, on Tuesday, Nov. 13. Ad- 
mittedly, Monday, Nov. 12, was a 
holiday on which the post office 
was closed for some insane reason. 
However, a special delivery letter 
mailed within a distance of ten 
miles should have, certainly, been 
delivered the following day. 

I have been refraining from con- 
tributing to the controversy over 
the poor postal delivery situation 
until an hour ago I learned that 
our small agency had lost $250 
in commissions due to slowness of 
the postal system. It took four days 
for a special delivery letter to go 
from Radnor, Pa., to McKeesport, 
Pa., a distance of not more than 300 


miles. It is possible to travel by | 


air from Philadelphia to Pittsburgh 
in approximately one hour and 30 
minutes. Why it should take a 
special delivery letter four days to 
arrive and four days for a trans- 
mittal by mail on a return quota- 


At any rate, we lost $250 com- | 


mission and I have now lost any | 
apprehension concerning criticism | 


of the Post Office Department and |own way even though, for political | zine between Oct. 10 and 12. It 


will certainly resort to Western | 
Union and to long distance tele- | 
phone calls to an even greater ex- | 
tent than we have been using these | 
communication media in the past. | 

I feel that it is imperative for | 
your publication as well as others | 
to persist in your criticisms and | 
your suggestions to the Post Office | 
Department to improve services 
which this department purportedly | 
renders to tax payers and to busi- 
ness, both small and large. 

W. H. Watt, 
W. H. Watt Advertising Agen- 
cy, Radnor, Pa. 


To the Editor: Like most other 
publishers, we have been contin- 
ually irked by reports of lax de- 
livery service for our magazine, 
The Contractor. We are a news- 
tabloid magazine in the plumbing- 
heating-air conditioning field, 
coming out twice a month, so the 
problem probably vexes us, with 
our large news content, more than 
it does the average publisher. 


We mail under the rates and 


rules affecting controlled-circula- | 
tion papers. Publishers of our class | 
are, as you know, penalized by 
higher postal rates than paid- 
are further penalized by much | 
slower delivery service. 

Now, we are willing to pay our | 


reasons, the paid-circulation pa- 
pers and fraternal official organs 
get service that forces the Post Of- 
fice Department to operate at a 
loss. Our attitude is that the tax- 
payer should not subsidize our own 
business expenses. 

But I think we have a legitimate | 
claim to at least equivalent de- | 
livery service. Today that is not 
possible. Only second-class papers | 
can get newspaper handling. (And | 
I don’t mean just news-type pub- | 
lications. Even general magazines | 
get it.) 

The kind of service we get now | 
was revealed recently by a spot 
check in which readers in 104, 
cities cooperated, notifying us of | 
the date of receipt of our Oct. 1) 
issue. 

The story is real sad: 

We mailed that issue Sept. 28 at | 
Orange, Conn., a suburb of New 
Haven. Receipt dates ranged from 
Oct. 3 to Oct. 17. Yes, some of our 
copies were en route 19 days! 

There was little rhyme or reason 
to the delivery pattern. Copies 


some New York City copies were nalism school. Upon graduating, 
delivered Oct. 15. | my thoughts of a desired job coin- 

Wrightsville, a suburb of Pitts-| cided with those of the other stu- 
burgh, received delivery Oct. 6, but | dents: an agency—I guess because 
in all stories and articles concern- 
'ing advertising, the agency was 
painted as the most fabulous, gla- 
morous opportunity. 

So after spending five years in 
took the post office 10 days to de- college, I tucked my valued port- 
liver our magazine in Hartford, folio and scholarly enthusiasm un- 
which is less than one hour by der my arm and pounded the side- 
train away from New Haven. | walks from agency to agency, then 

Readers in Miami saw our pa-| city to city. Strange how every in- 
per Oct. 9—and eight days later it terview abruptly ended when the 
was delivered in Winter Park. |discussion got around to expe- 

In the face of such sloppy serv- | rience! 
ice—which I remind you is fully My first stop was an agency with 
paid for in the case of controlled- | which I was familiar, where I was 
circulation papers—it is difficult told that since I had had no ex- 
to be moderate in choosing de-| perience, I could only start out 
scriptive terms. We have com-/at the bottom and work up 
plained to the department in Wash-|the ladder. Not having any 
ington, but after giving us routine- | aversion to starting at the low end 
complaint-treatment-A-14 they | of the totem pole, I was interested. 
stopped answering our letters. I| But when I asked how far down 
find it hard to believe that there the bottom was and discovered it 


is any disposition whatever on the meant driving their delivery truck 
around town for $28 per week, I 


part of this government bureau to, : 
ameliorate conditions facing pub- suddenly, somehow, lost that in- 
| terest. Since I had earned more 


lishers of our class, or of rendering ; 
any kind of service that is toler- than that during my high school 


didn’t see the paper until Oct. 15— 
substantially later than our Cali- 
fornia readers, who saw the maga- 


able in these modern times. 
Yet would it not be simple for) 
the Postmaster General to issue an | 
administrative ruling opening up) 
newspaper-handling to controlled- 
circulation business papers—par- 
ticularly those that feature news? | 
HERBERT WALTHER, 


| days working parttime jobs, I felt 


that now I might be able to better 
that figure, so I thanked the gen- 
erous man for his valuable time 
and fascinating offer and left. 

If any offer was made during 
other agency interviews, it was as 
exciting as this one. Damned en- 


’ ” 
‘Hitch” Your Natural-Color Video Commercial | Publisher, The Contractor, | couraging, wasn't it? 
| New York. } ince t time earned there 
toa First Run Feature Picture e e e | were many more opportunities and 
Consider Industrial Field. | challenges in industrial advertising 


in a First Run Motion Picture Theater foe Job Seekers Advised 


For About $5.00 per Thousand Viewers You Get... 
. . « AMERICA’S BIGGEST CAPTIVE AUDIENCE 


in Theaters 


“4st to coAS* 


°r Regional if Desire 


TIME—7 P.M. to 10 P.M. 


AUDIENCE—a captive audience comfortably seated with eyes glued to 


the screen. 


COMPETITION—none—only four or less non-competitive advertisers. 
LOCATION—the big, wide screen of first run theaters, showing first run 


pictures. 


... AMERICA’S BIGGEST DIMENSION FOR 
COMPLETE ADVERTISEMENTS 


You can do a powerful job of selling when you are the only advertiser in 
your field using the complete unified forces of sight, sound, and action—in 
full color video—on America’s biggest theater screens—with a captive 


audience that cannot escape your message. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


New Orleans, La. 


1032 Carondelet St. 


70 East 45th St. 
New York, N. Y. 


For more information contact: 


ADA, 


Qs 


193 Walton St., N. W. 
Atlanta, Ga. 


To the Editor: After reading! 
your editorial, “Changes on the, 
Agency Front,” in your Nov. 5) 
issue of ADVERTISING AGE, I would | 
like to add my humble thoughts to) 
the following statement that ap-| 
peared in this write-up “. . . there 
were many more seekers after 
agency jobs than there were jobs. | 
Now the reverse is true .. .” 

Is it any wonder? Until the. 
agency discards its snob mask and | 
throws out its antiquated “no ex- | 


‘open to stupid, non-experienced 
| college graduates. So, my advice to 
a “greenhorn” desiring to get into 
advertising is to lock seriously at 
industry, where he is not only ap- 
preciated, but needed—appreciated 
because even though he is not 
worth his salary when first start- 
ing (which is true in practically 
any field), industry has the fore- 
sight to look ahead and mentally 
mold the abilities he has to offer 
into a future something that is 
worth double that salary figure; 


perience, no job” reasoning, there | needed because, while in the past 
will always be more agency jobs| ten years it has taken great strides, 
than applicants. |the surface of the field of indus- 

I can only write from my own trial advertising has only been 


Ae 
- - 


| The Solid Nolin 

Solid Cincinnati 

S the Cincinnati 
Enquirer 


“Make a note, Miss Kelsey... I want all the space 
buyers moved to this side of the building.” 


The Cincinnati Daily Enquirer is solid No.1 
right down the line. Including a 21,000 
edge in City Zone circulation...a healthy 
lead in Retail Display Linage. Get full story 
from Moloney, Regan & Schmitt, Inc. 
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scratched. The future holds unlim- 
ited promises for real digging. 

So let the agency cry for help 
until it realizes that to get quality 
personnel it must offer quality re- 
muneration—at least more than 
your wife’s weekly allowance. 

I hope this attitude is not true of 
agencies in general, but it certain- 
ly was the common feeling of the 
ones I contacted when I wanted to 


get a start. 
Henry J. Coreg, 
Advertising Manager, Atlas 
Mineral Products Co., Mertz- 
town, Pa. 
* e * 
Tries Humor in Insurance Ads 
To the Editor: I thought you 
might be interested in the enclosed 
reprint of No. 1 in a series of ad- 
vertisements we are running on 
the theme of “Famous Brothers.” 
While I realize that humor is 
looked upon with disfavor when 
it comes to insurance advertising, 
I just couldn’t resist the tempta- 


FAMOUS 
BROTHERS 


sae OE 


For a useful, free gift, and a copy of 
“Protection,” send your answer to 
two other famous brothers, 


THE ROSE BROS. 


What famous 
brothers in- 


MILT & DON 
whe are fiyi high, maki new all-time 
highs in cnles records fer Mational Trav- 
elers insurance Company, an old estab- 
lished Legal Reserve Company. Call Milt 
o OD or write for their free 


on, ° 
booklet, “Protection.” which will be mailed 
obligation. tnctuded in this 

booklet are the facts about a new kind 
of Hospital Income policy which acts like 
a pay check. In addition to a small initial 
fee, a 65 pays only $2.10 a 
month. 2 woman only $2.50 a month. Just 
slightly more for ages 65 te 75. Call or 
Write at once. 


MutT 


MATIONAL TRAVELERS INSURANCE 
COMPANY 

Pacific Coast Division 

8714 Sunset 


tion to test our this idea. 

You might want to reproduce 
this in a forthcoming issue of your 
publication. . . 

MILTon R. Rose, 

Director of Advertising, Na- 

tional Travelers Insurance Co., 


Los Angeles. 
+. * 7 
Broad Coverage Offered 


To the Editor: Copywriter for 
Commercial Travelers Mutual Ac- 
cident Assn. must have been read- 
ing AA articles to write under- 
standingly—as folk talk. 

For years they sold coverage for 
men only. 

Now the enclosed folder: “Spe- 
cial for HOUSEWIVES and other 
women!” 

Wonder if they are not talking 
down a bit in referring to their 
policies as offering “Broad Cover- 
age!” 

Perhaps I’m a sissy; never called 
a dame a broad in my life. I’ve 
had my tongue in cheek while 
writing, and will stop before I 
bite the darned thing. 

Eric HOWLETT, 


Eric Howlett, Advertising, 
Huntington, N. Y. 
* * ~ 
Why. Sure! 


To the Editor: I have often won- 
dered why two big companies like 
Pure Oil and Westinghouse would 
start and continue to use slogans 
that are so similar. I nr of 


course, to: 

“Be Sure with Pure” 

“You Can Be Sure If It’s West- 
inghouse” 

Is this subject one on which 
ADVERTISING AGE would care to en- 
lighten its readers? 

Or am I the only one that is 
bothered by this? 

HOLTON C. Rusu, 

Greenhaw & Rush Inc., Mem- 

phis. 

P.S. You can be sure with 
Greenhaw & Rush! 


° = os 
Rybutol Copy-Layout Didn’‘t 
Set Precedent, Woolf Told 

To the Editor: We appreciate 
Mr. Woolf’s Nov. 5 kudos on 
current Rybutol advertising. He 
nailed the objective down with 
phenomenal acuteness. 

But we’d like to prove to him 
with the enclosed introductory ad- 
vertisement for Intracel that we 
are not hidebound nor, we hope, 
in a copy-layout rut. 

And while Intracel is being in- 
troduced nationally, Mr. Woolf 


might also like to see another 
example of reason-why copy for 
another new product, Super Ry- 
butol (we haven’t counted the 
words). Our three campaigns are 
running concurrently. 
Carson J. Morris, 
Director of Marketing, VCA 
Laboratories, New York. 


0 TWAT PUTS PAW TD SLEEP 
- Intracel 4) 


BRE et pow ney ts worth © mde 


Ad Study Has Been Usetul 

To the Editor: For some time I 
have wanted to thank you for the 
splendid job you and C. H. Sand- 
age did in connection with the 
article, “Study of Advertising as 
Per Cent of Sales,” which ap- 
peared in the Jan. 30, 1956, issue 


77 


of ADVERTISING AGE. 

I had occasion to use the data of 
this article on several occasions 
and it just occurred to me that I 
had not written you previously. 

You :have done a splendid job; 
congratulations. 

Why not do a similar job for 
industrial products? 

Howarp Swink, 

Howard Swink Advertising 

Agency, Marion, O. 


& 


masonry building. 


singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs ediiorsisily. 


5 So. Wabash, Chicago 3 


2G. U.S. PAT. OFF. 


As the glass slipper distinguishes Cinderella, our trade- 
marks distinguish the unique qualities and characteristics 
of our two modern-living fibers. “Orlon” distinguishes 
our acrylic fiber; “Dacron”, our polyester fiber, 

As we use and protect these trademarks, they become 
more meaningful and valuable to both consumers and to 


the trade. 


Because we know you share our belief in the value of 
trademarks, here is how to use ours correctly in your ad- 
vertising and promotional material. 


Distinguish ‘‘Orlon”’ and “‘Dacron”’ —Capitalize 
use quotes or italics, or otherwise distinguish by color, 


and 


lettering, art work, etc. 

Describe them— Use the phrase “Orlon” acrylic fiber or 
“Dacron” polyester fiber at least once in any text, 
Designate them, in a footnote or otherwise, as “‘Orlon’— 


and DACRON are trademarks, too 


Du Pont’s trademark for its acrylic fiber,” and“ ‘Dacron’ 
—Du Pont’s trademark for its polyester fiber.” 

For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, or an entertaining stide film that 
covers trademarks in general and the use of “Orlon” and 
“Dacron”, write Textile Fibers Department, Section T-3, 
E. I. du Pont de Nemours & Co, (Inc.), Wilmington 98, 


Delaware. 


TEXTILE FIBERS DEPARTMENT 


OU PONT 


REG. U.S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING 
«++ THROUGH CHEMISTRY 
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‘Imagine my photo 
_ in the Roto, right 


next to your ad!" 


é 


Photos that get double-takes! Ads that 
get action on the double! That's what 
you get in the Roto section of the 
Chicago Daily News big Weekend Triple 
Streak Edition. News circulation goes up 
on Saturday, a phenomenon in itself, 
and the figure hits over 607,000. Daily 
News Roto is famous for fine-screen re- 
production . . . ideal for “impulse” re- 
sponse, quick ‘phone and mail orders. 
Retail Roto ad linage during 1955 rose 
to 625,599 . . . over 460,000 more than the 
next highest in Chicago. Remember, the 
Daily News goes home, and the Triple 
Streak gives you the largest Saturday 
circulation of any evening newspaper 
in the U.S, Best proof possible that — 


The CHICAGO DAILY NEWS 
HITS HOME 


Book Tells How Selfridge Upset British | 


Retailing With U.S.-Style Ads, Selling Ways 


By F. C. Livingstone 

Lonpon, Nov. 27—If the credit 
for introducing American retail 
training methods into Europe can 
be attributed to any one man, that 
man is certainly Harry Gordon 
Selfridge, Wisconsin-born and 
onetime partner of Marshall Field. 

He is supposed to have earned 
the sobriquet, “Mile-a-Minute 
Harry,” early in his career in Chi- 
cago, and he continued to deserve 
it right up to the end of his active 
business life in London, in 1937. 

Gordon Selfridge once said that 
he had lived three separate lives— 
two in the U. S., before he was 50, 
and the third in England. As the 
record stands, his two American 
lives were a series of unbroken 
successes, as he climbed from 
height to height. But his British 
life was a very mixed one. 

He achieved magnificent com- 
mercial acclaim in England, in 
spite of a practically unanimous 
forecast that he was doomed to 
fail. But his ruinous private follies 
brought him to the very brink of 
bankruptcy at the end. 


s The first full story of Mr. Sel- 
fridge’s successes and his final 
degradation is told in detail in “No 
Name on the Door,” by A. H. Wil- 


| 
; had never seen before. The entire} 
layout of the floors, with 130 de-| 
partments, libraries, rest rooms, | 
writing rooms, a restaurant and} 
roof garden, was the work of Mr. | 
Selfridge alone, as were the decor- 
ations and the color scheme. 


= Mr. Selfridge was determined | 
that his store was to be much more | 
than a place where people went to | 
buy things. It was to be—and be- 
came—a place where they could 
spend a day of leisure and meet 
their friends. 

There was even a post office in 
the store, while his information 
bureau became the most reliable 
and quickest source of accurate da- 
ta on any subject in Britain. It was 
| to prevent visitors getting the idea 
|that Selfridge’s was just a store 
\that the only place his name ap- 
|peared outside was on two small 
plates on the corner pillars, and 
|even these were later removed, the 
| biographer says. 
| Before Mr. Selfridge reached 
London, shopping news was a dark 
|secret. He altered all that. In the 
| months before his store was ready, 
|he spent nearly $200,000 on ad- 
|vertising heralding the opening, a 
| vast sum at that time. 
| Advertising in Britain in the pre- | 


Gordon Selfridge 


Selfridge made in his new adver- 
tisements consisted of the “Callis- 
thenes” columns, which appeared 
in The Times of London and other 
important newspapers. In 26 years, 
he spent $300,000 on these alone. 
They contained no direct selling 
and were headed by the following 
note: “This space is occupied every 
day by an article reflecting the 
policies, principles and opinions of 
this House of Business upon vari- 
ous points of public interest.” 
These neat essays did much to in- 
crease the prestige of the store. Mr. 
Selfridge himself was “Callis- 
thenes.” 


® The code of advertising Mr. Sel- 
fridge adopted was summed up in 
his own words: “The whole art of 


liams, his onetime sales and ad-| Selfridge era was incredibly crude merchandising consists of appeal- 


vertising manager. This biography 
has just been published here by 
W. H. Allen & Co. Ltd., at 18s. 
($2.50). 

Mr. Williams traces Mr. Sel- 
fridge’s rocket-like rise at Marshall 
Field & Co., in Chicago—a rise 
which produced the malicious ru- 
mor, current for many years, that 
he was an illegitimate son of 
Marshall Field I. The book goes on 
to tell how he successfully trans- 
lated his revolutionary ideas—tried 
and tested in Chicago—to suit 
European requirements when he 
opened his store in London in 1909. 

It is as a result of Mr. Selfridge’s 
ingenuity and initiative (1) that 
stores all over the world today 
hold sales to clear unsold stock 
from their shelves and (2) that 
they operate bargain basements, 
tearooms, restaurants and roof 
gardens, the author declares. These 
were just a few of his “American” 
ideas. 

When Mr. Selfridge reached 
London in the spring of 1906, seek- 
ing to explore the possibilities of 
introducing American-style retail 


selling to England, he found that | 


most of the shops, even the most 
palatial “stores,” were dark, pokey 
places in which the assistants 
treated customers crudely, rudely 
and with a haughty coldness. 


@ Mr. Selfridge set out to change 
all that, and he succeeded beyond 
his wildest hopes. 

Mr. Selfridge had some $1,500,- 
000 of his own capital when he de- 
scended on London. He could not 
find any premises suitable for the 
type of store he proposed to estab- 
lish, so he acquired a large site on 
the north side of Oxford St. (the 
main street for women’s shops in 
London) near Marble Arch, and he 
designed the fine store building 
which is still a major attraction 
among British storcs. But the cost 
of building the stoic far exceeded 
his estimates, and Mr. Williams 
tells how Mr. Self: ige was always 
short of cash afte: vards. 

But what he la ed in financial 
resources, he was ole to make up 
in another way. ||» quickly built 
up such a vast pr. stige with both 
suppliers and tht buying public 
that he was able to carry on with a 
steadily growing olume of sales 
and profits. 

Mr. Selfridge believed in wide 
open spaces, light and warmth in 
his store. Certain fire and building 
restrictions compelled him to mod- 
ify his original plans, but, even so, 
he gave London a store such as it 


and unattractive. Mr. Selfridge, | 
| Mr. Williams tells us, wrote all his 
| pre-opening advertisements him- 
self. They contained no direct sell- 
ing. He followed the approach that 
he had tested and found so success- 
| ful in Chicago. The prevailing tone 
| was serious, thoughtful and ethical, 
the language clear and devoid of 
exaggeration. The ads were models 
of balance and commercial chas- 
tity. 


= Words were not enough for Mr. 
Selfridge in his advertisements, but 
he wanted something entirely dif- 
ferent from the prevailing style in 
art. He was a great admirer of the 
work of the leading artists of the 
famous British weekly, Punch, and 
he was able to obtain the serv- 
ices of many of them, including the 
late Sir Bernard Partridge. The 
skilled draughtsmanship of their 
drawings made Selfridge adver- 
tisements stand out head and 
shoulders above those of others. 
Another notable contribution Mr. 


ing to the imagination. Once the 
imagination is moved, the hand 
goes naturally to the pocket. But if 


building 


and 
is looking for 
Long Term Contract Work 
Specialties 


New Ideos 
or 
WHAT HAVE YOU?? 
Write to: 
Seymour Landfield 


Midwest Printing & Lithographing Co. 
Fargo, North Dakota 


All Around 


Au around expetience is 


600 WEST VAN 
CHICAGO 7, ILL. 


production of fine printing plates. Our management 
has had 45 years’ experience in all phases of the Graphic 
Arts Industry. We know we can give you satisfaction. 


oor 


Experience 


a prime requisite in the 


BUREN STREET 
STate 2-5367 
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the first appeal is to the purse, the 
imagination is apt to revolt and 
raise barriers against buying.” 

To publicize his store, Mr. Sel- 
fridge was always devising new 
stunts, designed solely to get people 
in through his doors. They were 
not aimed at attracting traffic with 
bargains of any type. He knew 
that once the people were in the 
store, the vast majority would stay 
to spend. 

One of his earliest promotions of 
this nature was the exhibition of 
Bleriot’s monoplane immediately 
after the Frenchman became the 
first man to fly the English Chan- 
nel. He later had a seismograph set 
up and distributed news to the 
British press about earthquakes 
all over the world. He arranged big 
parties on the nights of general 
elections to present the results as 
they came in. 


® Mr. Selfridge firmly believed in 
having close association with the 
press. Press Lords Northcliffe and 
Beaverbrook were close personal 
friends, as were many others high 
in the hierarchy of Fleet St. 

To obtain closer relationship 
with working journalists, he pro- 
vided a special press room in the 
store, where any newspaper man 
on an urgent assignment in the 
West End could have full use of all 
the necessary facilities for getting 
the story over to his office. 

The Selfridge store prospered. 
And with its prosperity, all other 
stores were compelled to follow 
suit—to modernize their premises 
and bring their advertising into 
line with the new Selfridge stand- 
ard. His American methods were 
copied everywhere. 

Mr. Selfridge was so dedicated 
to selling that, as Mr. Williams puts 
it, “he never had time to learn how 
to handle leisure without wasting a 
fortune on illusions.” When he shed 
his ironed silk topper, which was 
his store uniform, he became a 
different man and seemed to lose 
his worldly wisdom. 


# Mr. Willams pulls no punches in 
telling how Mr. Selfridge got lost 
in the whirl of empty pleasure 
which brought him near to bank- 
ruptcy. This part of his story 
started in World War I, when he 
squandered well over $100,000 on 
a famous French actress, Gaby 
Deslys. 

But Gaby came before the days 
when Mr. Selfridge had become ac- 
quainted with a get-rich-quick fin- 
ancier, Jimmy White, who was 
soon to commit suicide, but not be- 
fore he had persuaded Mr. Sel- 
fridge to form a trust to take over 
the store—putting $10,000,000 in 
Mr. Selfridge’s pocket—and to 
start a provincial chain of stores, 
which bled the parent company 
white. 

Mr. Williams explains the 
change in Mr. Selfridge in that 
period in blunt terms: “The sexual 
impulse can persist long after de- 
sire dies; it can assume another 
form. . . Gambling became a sub- 
stitute sexual life to Mr. Selfridge.” 
As a partner in gambling and fri- 
volity, Mr. Selfridge chose Jenny 
Dolly, half of the “Dolly Sisters” 
musical act. 


8 Jenny Dolly found the perfect 
“sugar daddy” in Gordon Selfridge 
and devised a gambling system by 
which she could not lose. Mr. Sel- 
fridge would provide her with her 
initial high stakes. If she won, she 
pocketed’ the profits. If she lost, 
Mr. Selfridge paid up. In nine 
years, 1926-1935, the whole $10,- 
000,000 went in this way. To many 
people, it was a surprise that the 
money lasted as long as it did. 

A fatal business gamble at the 
time of the coronation of King 
George VI, in 1937, sealed the fate 
of Gordon Selfridge. The financiers 
behind the trust, which had taken 
over 12 years before, demanded a 
settlement of Mr. Selfridge’s per- 
sonal debt of about $500,000 to the 


. ~~ 


SELFRIDGE’S—A view of the Oxford St. store established by Harry 
Gordon Selfridge in London in 1909 and controlled by him until 


1937. 


company. But he could not pay. A 
settlement eventually was reached 
by which he was ousted from all 
active control of the store, with the 
empty title of president and a sal- 
ary of $10,000 a year. 

He had to economize. His May- 
fair house had to go, and he even- 
tually ended up living wih his 
daughter in a small flat in an outer 
London suburb. It was there he 
died, May 8, 1947. 

Whatever his faults, Gordon Sel- 
fridge’s name will always be hon- 
ored in Europe as the man who in- 
troduced American methods of re- 
tail trading and brought new ideas 
which made “shop-keeping” an 
honored calling. 


Bradfute Joins Cart-Ad Inc. - 

Fred L. Bradfute, president of 
Product Pictures Advertising Co., 
has been elected executive vp of 
Cart-Ad Inc. He will continue as 
president of the former company. 
Cart-Ad Inc., which recently 
moved to 271 Madison Ave., New 
York, says it has contracts with 
73% of the supermarket operators 
in the New York area for place- 
ment of 8x8” advertisements on 
basket carts used in supermarkets. 


Brytowski Joins Scott-Atwater 

James Brytowski has been 
named assistant advertising man- 
ager of Scott-Atwater Mfg. Co., 
Minneapolis manufacturer of out- 
board motors. Mr. Brytowski for- 
merly was an advertising copy- 
writer with Dayton’s Department 
Store, Minneapolis. 


Canada Authorities 


volume is kept low as a result of 
government policies. 


Publishes ‘Discount 

Selling’ Bibliography 

The American Marketing Assn., 
27 E. Monroe St., Chicago, has 
published a bibliography on “Dis- 
count Selling, Retail Price-Cutting 
and Resale Price Controls.” The 
annotated listings including arti- 
cles and books are compiled by 
topics in four major sections: gen- 
eral descriptive material, legal 
aspects, business aspects and social 
and economic aspects. The 52-page, 
paper-bound book is available to 
AMA members for $1, to non- 
members for $2. 


Chemstrand Boosts Purdom 

Cloyce L. Purdom, formerly as- 
sistant to the president of Chem- 
strand Corp., Decatur, Ala.; man- 
ufacturer of chemical fibers, has 
been promoted to the new post 
of market research manager for 
the general sales division, with 


Slow Color TV, Says 
Admiral’s Brownlee 


Ortrawa, Ont., Nov. 27—Cana- 
dians could have color television 
ot their own tomorrow if the fed- 
era: authorities would allow it, 
Stuart D. Brownlee, vp of Canadi- 
an Admiral Corp., said here at a 
meeting of the Ontario Assn. of 
Radio, Television & Appliance 
Dealers. 

He said he hoped the Fowler 
Commission report, expected early 
next year, “will break the shackles 
now withholding color tv program- 
ming from the Ottawa area.” 

Color tv receivers are now tech- 
nically ready, and several hours 
of excellent color programs are 
now available on the network 
every day, Mr. Brownlee said. 

“Do you know,” he said, “that at 
least one independent tv station in 
Canada has its color telecasting 
equipment but is blocked from 
broadcasting in color because it 
has been told by those in control 
of Canadian broadcasting policies 
that its tv license was granted for 
b&w only. 


s “If color tv continues to be re- 
tarded in Canada by a negative 
policy of not even permitting any 
color to be shown to Canadians,” 
he said, “we will be lagging years 
behind the U.S., as we did in b&w.” 

Prices of color sets will remain 
high, he said, as long as sales 


™ McGrath 
: and Associates 


headquarters in New York. 


Matthews Joins Max Rogel 

Clyde Matthews has joined Max 
Rogel Inc., New York, public re- 
lations counsel, aS senior associaie 
and member of the executive 
plans board. Mr. Matthews, who 
supervises Rogel’s business news 
and feature departments, formerly 
headed his own public relations 
company and was advertising and 
public relations director of the 
MacLevy companies. 


Attention! 


MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 

For detailed information, write 


M.F.A. Publishing Department, 
200 South 7th, Columbia, Mo. 
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Conventions 


*Indicates first listing in this column. 
*Jan. 4-5, 1957. Midwestern Advertising 


Agency Network, Furniture Club of 
America, Chicago. 
Jan. 18-20, 1957. Advertising Assn. of 


the West, midwinter conference, Miramar 
Hotel, Santa Barbara, Cal. 

Jan. 20-23, 1957. Newspaper Advertising 
Executive Assn., Edgewater Beach Hotel, 
Chicago. 

Feb. 1-3, 1957. Eastern Intercity Con- 
ference of Women's Advertising Clubs, 
Baltimore. 

Feb. 6, 
lications, 


1957. Associated Business Pub- 
annual Midwest conference, 


Handle Your. Publicity 
Easily, Efficiently- 
and Get on 
Placement! — $8 


Bacon’s NEW 1957 Checker! Most com- 
plete listings available for releasing pub- 
licity. 3356 business, farm and consumer 
magazines listed in 99 market groups. Over 
2000 listings have been changed for 1957. 
Bacon's editor-coded system shows 
exactly what material each publication 
uses. Pin-points publicity —saves on prep- 
aration, photos and mailing. Sturdy fabri- 
coid, spiral bound book. 64%" x 914" size, 
272 pages. Write for your copy today. 
ee 


PRICE $15.00 Sent on Approval 


Name 

Cc al , 

Address 

City State 
Bill: OC Me 0 My Company 


BAGON’S CLIPPING BUREAU 


343 So: Dearborn St. Chicago 4, Illinois 


Congress Hotel, Chicago. 

March 7, 1957. Associated Business 
Publications, annual eastern conference, 
Roosevelt Hotel, New York. 

March 20-22, 1957. Assn. of National 
Advertisers, spring meeting, The Home- 
stead, Hot Springs, Va. 

March 22-31, 1957. International Photo- 
graphic Exposition, National Guard Ar- 
mory, Washington, D. C. 

April 10-12, 1957. Point-of-Purchase 
Advertising Institute, llth annual sym- 
posium and exhibit, Palmer House, Chi- 
cago. 

April 13-19, 1957. National Business 
Publications, spring meeting, Americana 
Hotel, Bal Harbor, Fla. 

April 25-27, 1957. American Assn. of 
Advertising Agencies, The Greenbrier, 
White Sulphur Springs, W. Va. 

April 25-27, 1957. Advertising Fed- 
eration of America, Fifth District, Fort 
Wayne, Ind. 

April 25-27, 1957. Advertising Federa- 
tion of America, Ninth District, Hotel 
Mayfair, Sioux City, Ia. 

May 2-3, 1957. International Advertising 
Assn., New York. 

May 5-7, 1957. Magazine Publishers 
Assn., The Greenbrier, White Sulphur 
Springs, W. Va. 

May 12-15, 1957. National Newspaper 
Promotion Assn., Jung Hotel, New Or- 
leans. 

May 16-18, 1957. Southwestern Assn. of 
Advertising Agencies, Galveston, Tex. 

May 26-29, 1957. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 8, 1957. Advertising Federation of 
America, Fourth District, Hotel Fontaine- 
bleau, Miami Beach. 

June 9-12, 1957. National Industrial Ad- 
vertisers Assn., 35th. 
Waldorf-Astoria, New York. 

June 9-13, 1957. Advertising Federaion 
of America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 16-19, 1957. Newspaper Advertising 
Executives Assn., Grand Hotel, Mackinac 
Island, Mich. 

June 24-28, 1957. Advertising Assn. of 
the West, 54th annual convention, Ha- 
waiian Village, Honolulu. 


BBDO Moves Vaughan, Hall; 
Appoints Sharp VP 

Burton E. Vaughan, a vp of 
Batten, Barton, Durstine & Osborn, 
has been named manager of the 
Pittsburgh office. Mr. Vaughan has 
been manager of the agency’s Bos- 
ton office since 1954. BBDO also 
has transferred Len Hall Jr. from 
Cleveland to its New York office 
as group creative head for elec- 
tronic products on the Philco Corp. 
account. Mr. Hall was creative di- 
rector of the Cleveland office for 
10 years. 

BBDO has elected Fred L. Sharp 
Jr., an account supervisor in 
Cleveland, a vp. 


WHY DO THEY CALL IT 
“GIVING AWAY” THE BRIDE? THE 
THINGS SHE SAW IN BRIDE'S MAGAZINE 

COST MEA YEARS GROSS PROFITS. 


magaz zine 


FIRST IN THIS MARKET 
OF HEAVY SPENDERS 


ANGLO AMERICAN—Here is how some familiar prod- 
ucts and slogans look in ads in Britain’s Picture 


Post. “Filter, Flavour, Flip Top 


adapted minus tattoo by Alfred Dunhill Ltd. from 
(Though Philip Morris 
has no connection with the British Dunhill, it makes 
and sells Dunhill cigarets in the U.S. under license.) 


Philip Morris’ Marlboro. 


Box” has been 


Dorland Advertising is the Dunhill agency. Gleem, 
handled in England by Erwin, Wasey & Co., uses 
the copy-and-art approach developed by Compton 
Advertising in the U.S. (But the picture shows a 
“tea break.”) Philip Morris uses an all-American 
appeal. Colman Prentis & Varley has the Philip 
Morris account in Britain. 


FOC Warns UHF TV 
License Holders to 
Show ‘Intent to Build’ 


WasHINGTON, Nov. 27—The Fed- 
eral Communications Commission 
has warned 83 prospective uhf 
tv stations that their permits will 
be revoked unless they provide 
evidence that they are going ahead 
with plans to get the stations on 
the air. 

In an effort to prevent further 
stalling by the permit holders, the 
commission said evidence of inten- 
tion to go ahead must reach Wash- 
ington by Feb. 15, 1957. Some of 
the stations are partially built, 
and others have been completed 
but are “dark.” 


= The commission acted after re- 
ceiving requests from many of the 
permit holders for additional time, 
pending final action on recent pro- 
posals to shift all television to the 
uhf band. Many of the permit hold- 
ers have indicated they will never 
build their stations unless there 
are signs that the commission in- 
tends to approve changes in allo- 
cations assignments in an effort to 
improve the competitive position of 
uhf stations. 

Commissioner Robert E. Lee said 
that he would have withheld 
the ultimatum to the uhf stations 
until the future status of uhf is 
clarified. Commissioner Robert 
Bartley, by contrast, said he would 
have acted immediately to revoke 
permits of those who have not 
started construction. 

The letter points out that delays 
do not appear to be due to any 
circumstances beyond the control 
of the permit holder. It says FCC 
is unable to find the permit hold- 
ers have been diligent in proceed- 
ing with construction. 


‘I Names Krug 
The Philadelphi: Inquirer has 
appointed Richard I. Krug ex- 


clusive advertisin; representative 
in the Detroit are: Mr. Krug, who 
has been with th Inquirer since 
1947, has been a ational adver- 
tising salesman a | a member of 
the general, reta and classified 
ad departments. 


H&H Names Maynard Durham 

H&H Mfg. Co., J plin, Mo., mak- 
er of folding table and restaurant 
booths and furniture, has appoint- 
ed Maynard L. Dirham & Asso- 
ciates, Carthage, ).o., to handle its 
advertising. A campaign is being 
planned for the Ajax folding table, 
directed to schools, churches and 
institutions. 


|Polk Bros. Names Winokur 
Polk Bros., Chicago home fur- 
nishings and appliances retailer, 
has appointed Perry Winokur 
sales promotion manager for its 
four stores. Mr. Winokur formerly 
was with Mainline Distributors 
and Gourfain-Cobb & Associates. 


Helene Curtis Boosts Caplin 
Helene Curtis Industries, Chi- 
cago, has promoted Arthur I. 
Caplin to director of marketing 
of its beauty salon division. With 
the company since 1942, Mr. Cap- 
lin was merchandising director of 
the division before his promotion. 


Posner to Westinghouse Supply 

Lew Posner has been named ad- 
vertising and sales promotion 
manager of Westinghouse Electric 
Supply Co., Chicago branch. Mr. 
Posner formerly was general man- 
ager of ABC Display Service, 
Chicago. 


Rose-Derry Names Sackel Co. 

Rose-Derry Co., Newton, Mass., 
manufacturer of Kantwet crib 
mattresses, a line of juvenile and 
nursery products and adult bed- 
ding, has appointed Sackel Co., 
Boston, to handle its advertising, 
effective Jan. 1. H. B. Humphrey, 
Alley & Richards currently handles 
the account. 


Coecesscececeseseseces 
NEW YORK 
REPRESENTATION 
FOR YOUR 
AGENCY 


Agency Representatives, Inc. 
285 Madison Avenue 
New York 17, New York 
MUrray Hill 5-3141 
SPECIALISTS IN RADIO & TV 


EXPORT TRADE 
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Ads Pose No Threat to 
Public Psyche: Dollard 


(Continued from Page 1) 
scious motivation will put a dan- 
gerous too] into advertisers’ hands. 

3. That continued advertisi 
suggestion will lead to a stunting 
of the independent personality it- 
self. 


® “Advertising has not made man 
venal,” said Dr. Dollard, “and the 
lack of it will not make him into 
the objective judgmental machine 
social scientists wish him to be.” 

He noted that no parallel exists 
between hypnosis and advertising, 
and he said suggestibility showed a 
negative correlation with educa- 
tion. As educational levels rise in 
the U.S., it seems clear “that our 
society is becoming more skeptical 
rather than less... Those who wish 
advertising success only when it 
makes realistic claims about goods 
and services should live to see that 
wish realized in days which are al- 
ready at hand.” 

In fact, he thinks there is a good 
deal of evidence of advertising’s 
ineffectiveness. He points to the 
failure of the army’s orientation 
program to boost soldiers’ motiva- 
tions with the “Why We Fight” 
series. (“The men maintained in 
military service very much the 
same attitudes they had as civil- 
ians, although they fought well 
when it was necessary.”) This re- 
sistance to propaganda also was 
demonstrated in civilians and sol- 
diers brainwashed by Chinese com- 
munists—once free from the com- 
munists, they were free from 
control. They reverted to Western 
viewpoints. (“In only a few cases 
was a genuine change of person- 
ality achieved.”’) 


= If propaganda is ineffective in a 
controlled situation, he asked, 
“how can advertising in a free so- 
ciety ... produce the robotized per- 
sonality that is feared?” 

“People who fear advertising,” 
Dr. Dollard observed, “usually 
have faith in their own powers of 
resistance but do not trust those of 
other people. This attitude of con- 
cern among intellectuals is prob- 
ably unnecessary . . . studies show 
alertness to being advertised at, 
and resistance to advertising in 
general and in detail, is fairly 
widespread. .. They also show that 
many people like, appreciate, and 
remember advertising appeals that 
are useful to them.” 

It boils down, he said, to a mass 
attitude of “give the other fellow 
a chance to tell his story but re- 
serve the right to tune him out or 
otherwise resist if you’re not in- 
terested.” This is not too far from 
a mass attitude toward freedom of 
speech itself, he noted. ¢ 

He also delivered a fairly crush- 
ing verdict on motivation research. 
It “is still in the status of a bright 
idea or a horrible fantasy, however 
you prefer to look at it... but it 
is not a reliable and valid instru- 
ment to advertisers.” 

Summarizing, Dr. Dollard feels 
that “advertising is one form of 
free speech in a business society. . . 
I see no serious threat in it...Ina 
democratic society with its freedom 
of thought and speech, advertising 
may be at times a blessing and at 
other times a nuisance, but it can 
never be a menace to the free 
man.” 


s At the same session, Dexter M. 
Keezer, vp of McGraw-Hill Pub- 
lishing Co., forecast a per capita 
rise in net income of 50% in the 
next decade and 10% more leisure 
time. He believes a primary factor 
in increased output is research 
facilities and noted that in 1959 
American business will be spend- 
ing $6.5 billion for research and 
development. He also noted the in- 


creasing industrial tendency to- 
ward long-range planning in ex- 
pansion and asked if advertising 
would keep pace with industry and 
if it were putting its operations on 
a comparable long-range basis. 
It needs to, because he foresees an 
advertising volume of $20 billion 
five years from now and one of $30 
billion ten years from now. 


® Raymond Rodgers, professor of 
banking in the graduate school of 
New York University, told the ARF 
that a depression like the last one 
is impossible, that rolling read- 
justment would probably be the 
rule in the future and that mergers 
would continue to dot the business 
landscape until the anti-trust laws 
are changed. 


= At the television session, Jay 
Eliasberg, research director of 
CBS-TV, told the group that ad- 
vertisers know a lot about cost, 
something about audience and vir- 
tually nothing about impact. He 
urged research to develop informa- 
tion on comparative effectiveness. 


® Ben Gedalacia, director of re- 
search for Batten, Barton, Durstine 
& Osborn, reported on a pilot study 
of media. It showed among other 
things that one of six people is 
exposed in a single day to four 
media, and that more people are 
exposed to four than are exposed 
to one. He noted the existence of a 
sizable (16%) “media-minded 
group,” which seemed to him to be 
looking at, hearing and reading 
everything. 

By characteristic, he said, they 
are younger, better off financial- 
ly, more social, more venturesome. 


s Bud Sherak, director of research 
for Kenyon & Eckhardt, warned 
that some promotional research is 
good and some is bad and advised 
the buyer to beware. He took the 
position that ARF analysis is a 
good thing, and that another ad- 
visable step is to have “your 
sharpest research minds” evaluate 
material before using it for buying 
decisions. He appealed to the in- 
dustry to curb questionable opera- 
tors, and in this connection praised 
the ApvVERTISING AGE editorial of 
Nov. 12. 


8 William Weilbacker, executive 
assistant to the vp in charge of 
media research for Dancer-Fitz- 
gerald-Sample, told the group an 
acute need exists for research to 
measure the number of people who 
are actually exposed to a commer- 
cial. He said present audience 
measurements are all right for 
shows, but not good for commer- 
cials. 

“Homes don’t watch commer- 
cials, people do,” he said. In D-F-S 
studies, the agency has found that 
a wide variance exists between 
people who will watch commer- 
cials, and that some 15-40% of 
housewives are not in the same 
room when a commercial hits. 

Speakers at the work shop ses- 
sion on printed media emphasized 
that much work has still to be done 
on problems in rating printed ad- 
vertising. 


® Sherwood Dodge, chairman of 
ARF’s printed advertising rating 
methods study committee, and vp 
and general manager of Foote, 
Cone & Belding, New York, told the 
crowded session that experiments 
with Communiscope research have 
had important results. 

“In pre-testing layouts in order 
to learn how much time it takes to 
comprehend them,” he said, “we 
have learned that if it takes more 
than three seconds to get the cen- 
tral idea from most advertisements 
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Nathan N. Perlstein 


CHANGES AT PABST—Richard H. Hehman, brand manager for Old 
Tankard Ale and Old Tap Lager, has been promoted to director 


of advertising and marketing of 


Pabst Brewing Co., Chicago, ef- 


fective Jan. 1. He will replace Nathan N. Perlstein who is leaving 
to establish his own market consultant company; Pabst will be 
one of his clients. 


today, it’s better to send them back 
to the art department.” 

Concerning criticisms in the ad- 
vertising press on the Commun- 
iscope, Mr. Dodge pointed out that 
“ARF hasn’t yet recommended this 
method. Its position is simply that 
the method shows much promise.” 

Both Starch and Gallup-Robin- 
son, he said, have been experi- 
menting for some time with “flash” 
techniques. This method, which is 
known as tachistoscopic work, he 
said, “is as old as the hills. Prac- 
tical applications exist today in 
aircraft identification training as 
well as in remedial reading. The 
only claim to novelty the Commun- 
iscope has is its application to 
measuring conscious memory 
traces of advertising with a highly 
controlled stimulus.” 


® Dr. D. B. Lucas, ARF technical 
director and chairman, department 
of marketing, school of commerce, 
New York University, discussing 
some of the problems of applying 
tachistoscopic methods to advertis- 
ing, admitted that the Communi- 
scope experiment is still in a pre- 
liminary stage. Factors that will 
have to be solved, he said, include 
the matter of fatigue, field opera- 
tional techniques, measuring meth- 
ods and control of confusion 
factors. 


s Dr. Lyndon O. Brown, chairman 
of ARF’s all media audience com- 
mittee, and director of media, mar- 
keting and merchandising, Dan- 
cer-Fitzgerald-Sample, told the 
conference that ARF’s audience re- 
search program is progressing in 
the action area of study, and that 
a great deal of work has been done 
also in the long-range area of 
study, but that it is still too early 
to evaluate this work. 


® Paul E. J. Gerhold of ARF’s con- 
sumer magazine audience commit- 
tee, and vp of research and media, 
Foote, Cone & Belding, speaking on 
plans for consumer magazin 

audience studies, said that the 
committee had agreed on 22 speci- 


eagle Ba - : x 
CALVIN A. ROEDER has been named a 
vp of Richard La Fond Advertis- 
ing, New York, in charge of art 
and production. He formerly was 
an art director of Erwin, Wasey & 
Co. on Texaco and other accounts. 


fications for basic standards that. 
will be used in a projected pilot 
study. A pre-test study has been 
made in Mount Vernon, N. Y., he 
said, to test these standards, and 
has proven very valuable. But 
much work still remains to be 
done, he said, on various methods 
to be employed in the future, par- 
ticularly qualitative questions on 
people’s attitudes toward the mag- 
azines they read. 


® The rating ruckus was riled up 
again at a radio roundtable presid- 
ed over by Samuel Thurm, media 
director of Lever Bros. Co. With so 
much controversial information 
around, there’s obviously some- 
thing wrong with current concepts 
of racio ratings—and it’s high time 
that the ARF technical committee 
reassesses the various rating meth- 
ods and then does something about 
it. 

That’s the recommendation that 
the group decided to send to the 
ARF directors. “It’s time we stop 
pussyfooting,” Mr. Thurm main- 
tained. “Last time the technical 
committee studied the problem, it 
made suggestions, but did nothing 
about them because it was afraid 
to step on someone’s toes.” 

The roundtable also ruminated 

on the following points and gener- 
ally agreed that: 
e There’s too much quantitative 
research and too little qualitative 
research. A mass of figures (which 
may not be facts) .. . showing how 
many people are reached by a sta- 
tion does not answer the question, 
“How am I selling?” 


e There’s a crying need for sur- 
veys to determine the audience 
outside as well as inside a metro- 
politan area. Such surveys have 
been conducted in some markets, 
but advertisers are still buying in 
markets where such surveys are 
woefully lacking. The group also 
pointed out that these surveys are 
the job of the stations. - 


©! Of all media, radio has the least 


satisfactory research material. “All 
but the newspapers,” cried one de- 
fensive voice. “Look at the news- 


=, |papers. They’re getting by with 
_}unadulterated murder.” 


While the advertisers and agen- 


‘Icies were chastising the rating 
‘|services for not disseminating the 


proper kind of information, the 
services in turn were lamenting 
that they were putting out the in- 
formation but no one was using it. 
“We're just not getting through,” 
they mourned. 


® Dr. W. H. Wulfeck, chairman of 
the executive committee of William 
Esty Co., New York, was elected 
chairman of the tripartite board of 
directors of the Advertising Re- 
search Foundation. Ben R. Don- 
aldson, director of institutional ad- 
vertising of Ford Motor Co., was 
elected vice-chairman. Edward P. 
Seymour, vp of Crowell-Collier 


Publishing Co., was _ reelected 
treasurer. William A. Hart will 
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continue to serve as president of 
the foundativn., J. Ward Maurer, 
advertising vp of Wildroot Co., who 
served as ARF board chairman the 
past year, will continue to serve 
as a director. Edward F. Herrick, of 
the ARF staff, was reelected secre- 
tary. \ 

Newly elected , directors were 
David C. Adams of National Broad- 
casting Co.; Rex M.,Budd of Camp- 
bell Soup Co.; Frederick R, Gamble 
of the American Assn. of Advertis- 
ing Agencies; Andrew Heiskell of 
Life; Walter C. Kurz of the Chicago 
Tribune; Fred B. Manchee of Bat- 


W. CWulfeck 


Ben R. Donaldson 


ten, Barton, Durstine & Osborn; 
Henry Schachte of Lever Bros. Co., 
and Paul B. West of the Assn. of 
National Advertisers. 


Paul Hoffman. Lauds 
Advertising as an 


Idea Communicator 


New York, Nov. 28—Paul G. 
Hoffman, U.S. representative to 
the United Nations, today said 
that the advertising profession 
has “come of age as a means 
world-wide basis.” 

In accepting the third annual 
public service award of the Adver- 
tising Council, Mr. Hoffman said 
that just a few short years ago 
there were many influential peo- 
ple who had little confidence in 
advertising’s place in’communica- 
tions. 


s “In the early days of World War 
II, there were many importantly 
placed people who scoffed at the 
suggestion that advertising could 
sell ideas. Some people even re- 
garded advertising as a peacetime 
luxury which could easily be dis- 
pensed with for the duration,” he 
said. 

Mr. Hoffman called upon the 
council to promote through a pub- 
lic service campaign an under- 
standing of the United Nations. 

“It is my earnest hope that the 
council, because of its outstanding 
success in promoting intangible 
ideas, may soon be willing to 
tackle a truly difficult job...a 
comprehension of the United Na- 
tions.” 


s The public policy committee of 
the council has recommended to 
the board of directors that the 
campaign for United Nations Day 
be expanded to a campaign for 
continuous education on the UN, he 
said. 


Richards Names Durrell 

Raymond Durrell, formerly di- 
rector of public relations of Brown- 
Forman Distillers Corp., Louisville, 
has joined Fletcher D. Richards 
Inc., New York, agency for Na- 
tional Distillers Products Corp. Mr. 
Durrell will be marketing director 
of all Nationa! Distillers’ brands 
handled by the agency. Before 
joining Brown-Forman, he was di- 
rector of the research and statisti- 
cal division of the Licensed Bever- 
age Industries, New York. 


Hess Appeals Injunction 

Hess Bros., Allentown depart- 
ment store, has appealed an in- 
junction restraining it from selling 
Omega Swiss watches at below- 
fair-trade prices. The injunction 
was issued June 18 on petition of 
Norman M. Morris Corp., New 


York, distributor of Omega 
watches (AA, July 2). 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure 


THE ADVERTISING MARKET PLACE 


all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line, Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days a ad ene oon Display classified takes card rate of 


$16.50 per jicsheams ¢ 


imch, and card discounts, size 


and frequency apply. 


HELP WANTED 


Wanted—January ‘57 - senneee Advertis- 
ing Salesman to assi« of firm. 
Prominent painted Seeley ‘aueeone with 
exceptional growth record, offers a gen- 
uine opportunity to an experienced pro- 
ducer in local and national sales. 
starting salary and unlimited future. Sin- 
cere creative man with background 
will advance to position of trust and re- 
sponsibility. Moving expenses paid. Send 
complete resume in full confidence. 

Box 9130. ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Chicago 3. 


VEBTISING MANA D ASSIST- 
ANT MERCHANDISING DIRECTOR 


art and Advertising Pro- 

duction Departments. Handle production 

of radio, TV, newspaper and outdoor ad- 
sing. 


meet < contain complete resume 


Box 9133, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


PHOTO ENGRAVING SALESMAN 


In Chicago’s fastest growing plant. Have 
day and night service of ¢ quality. by ~ 
pay. oes salary, commission to 


esta Uchtane business. Union 
FRECISION ENGRAVING 5 * Se 
63rd. St. Chicago 37 


: — od seum 4-1965 
88ST. ADVERTISING 
msation: Starting salary up to 
range. PLUS participation in profit- 
sharing company-paid retirement pro- 
gram, liberal medical, hospitalization and 
group life insurance, and the opportunity 
to grow with an aggresive manufacturer— 
the leader in its field—that has just ac- 
ired two new plants. 
The Position: New opening in department 
of multi-million dollar company with 
warters in a University town-only 
50 miles from Chicago. Will be responsible 
for writing and producing technical liter- 
ature, publicity writing, house organ a 
duction, deveioping application case 
poe and special public relations 


alifications: Age 24-30, at least two 
Gunite preferably in the in- 


id. Must Me able to contact en- 


Com: 


HELP WANTED 
REGISTER WITH US FOR BETTER 
POSITIONS! Nationwide service. 
COMMERCIAL EMPLOYMENT, 652 
Chestnut St. Gadsden, Ala. 


EDITOR W WANTED—Sirong. promotion- 
ally-oriented trade association in the 
sports field needs editor for monthly 
magazine. Knowledge of retailing and dis- 


tribution helpful, but not essential. Age 25| Dec 
to 35. Sa 


lary commensurate with ex- 


perience. 
Box 9150, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ARE YOU 
THIS KIND OF 


ACCOUNT EXECUTIVE 
Do you enjoy the challenge of marketing 
problems? Can you find solutions—put 
them on paper—sell them to client man- 
agement? you spark a good theme 
around which writers and artists can build 
good product or company images? Have 
you been doing these things? Can we see 
the evidence? If it’s good (in our opinion) 
how soon could you be available to an 
active, wth-minded Washington D.C. 
advertising agency? 
Please furnish complete personal resume: 
include income requirements, as much 
personal background data as you deem 
pertinent, and some indication of your job 
aspirations 5, 10 years hence. 
Reply personal attention of 
Henry J. Kaufman 


POSITIONS WANTED 
ENERGETIC, CREATIVE YOUNG MAN 
(35) Heavy on Sales Promotion, Copy, 
and Public Relations. Will relocate 
South Wisconsin to associate with a future. 
Married with family, degree plus 
educational background. Desire asst. posi- 
tion in industrial or agency spot. Strong 
on detail. Salary 8-10. 

Box 9153, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

FREE LANCE ADVERTISING COPY 
Full-time results on a part-time basis. 
This seasoned pro delivers the goods. 

Box 9154, ADVERTISING AGF. 

200 E. Illinois St., Chicago 11, Illinois 
Need Agency representation or public re- 
lations in Chicago. Have office plus many 
years experience. Very fine background, 
particularly TV-Film-Radio. Exceptional 
references. Free-lance, Special Assignment 
or Full time. Available in N.Y. week of 
. 3. Wire Ad Age, N.Y. office. 

Box 9157, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

“TOO MUCH MAN FOR OUR JOB” 
That's what a sales mgr. looking for a 
= and adv. mgr., said about me. 

f you re looking for “more man” for a 

tio ign t, write to R. G. Polk, 

31 Hillview. Port Washington, N.Y. 

EXPERIENCED SPACE SALESMAN 
Mature, aggressive. Qualified by success- 
ful experience and proven record seeks 
connection with established technical or 
Industrial mag. Have covered eastern, 
southern and mid west areas 

Box 9156, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


PRODUCTION MAN—TYPE DIRECTOR 


Philosophy: Yes, It Can Be Done! 
20 years practical graphic arts production 
experience. With present firm 9 years. 
Control expert on engravings, lithography 
and letterpress. Wants challenging change. 

Box 9155, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Washington 5, D. c. 


ADVERTISING SPACE SALESMAN to 
assist Manager Chicago office. Does not 
necessarily have to have background. En- 
thusiasm and alertness and desire for long 
range future important. Salaried. Will in- 
terview in Chicago December 5 and 6. 
Write immediately 

Box 9151, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
YOUNG MAN - AGENCY PRODUCTION 
Age 22-26, ith 1-2 years actual expe- 
rience in agency mechanical production. 
Excellent future for alert youngster in 
top-ranking comeey. Send full particulars 
and salary requ 

Box 9152, ADVERTIS ING A 

200 E. Illinois St., Chicago 11, iittnots 
ADVERTISING 

COPYWRITERS, Agency or Mfg............ 


MEDIC - RESEARCH... 
ASST. ACCOUNT EXE 
ADVERTG. ASST, Mrfr........... 
MANY MORE GOOD OPENINGS 
SHAY EMPLOYMENT AGENCY 
30 W. Washington Chicago 2, Ill. 


t for requi 


sibilities immediately. 
The Next Step: Gene comme (for a Chi- 


cago interview) to: x 81 
BEVERLY SHORES, INDIANA 
ADVERTISING & PUSLISHING 

FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha. 7-1991 Chicago 


ASSISTANT ADVERTISING MANAGER 
Oppo 


reunity for a young man with 4 to § 
years industrial ees Se 
- college yey: to dle details 
of department. 
and oe mm oy Send complete resume, 


salary red. 
Box #148, ADVERISING AG 
200 BE. Milinois St., Chicago 11, Tinots 
SALES PROMOTION MANAGER 
tion Kansas City. ee 4 
portunity in long established store w 
nred — branch store operation. bet 


rtment store experience necessary. 
bm open. Give a details of your 


me a 
sme ; ADVERTISING A 
480 sce Ave., New York aT N. Y. 


SALES OPPORTUNITY 

We are looking for a man under 35 who 
can immediately, or after a short training 
period, sell and service local and national 
advertising accounts. We are located in 
Chicago and are the fastest growing com- 
any in the direct mail advertising field. 

e right man is assured an excellent fu- 
ture. Send full resume in confidence with 
first leter. 

Box 9132, ADVERTISING 
200 E. Illinois St., Chicago 11, ‘Minots 


ART DIRECTOR (TOP FLIGHT) 
Crisp Creative Layouts, roughs to comps. 
Top illustration and finish art any medi- 
um. Knows type, production and supervi- 
sion. 14 yrs. Top Proven. Sal. $9,000. 

Box 9110, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


(A8S'T) — a. EXECUTIVE 
8 years with large 4-A agency on food, 
troleum, and beer accounts. Experience 
agency management, contact, service, 
media, and marketing. Excellent refer- 
ences from associates and account. Age 30. 
B.A. Degree. For resume and interview 
write 
Box 9158, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


LOOKING FOR HELP? Write us! 
We have the “right” person 
for the “right” job! COMMERCIAL 
EMPLOYMENT, 652 Chestnut St., 
Gadsden, Ala. 
PRODUCTION DEPT. ASSISTANT 
Young man with 4 years experience with 
all phases of Production Control and Sche- 
duling for large Mail Order House. Present 
position Assistant to V.P. with complete 
responsibility for Production Scheduling 
of all Direct Mail. Desires position in pro- 
gressive Advertising Agency in Produc- 
tion work. Ambitious energetic 27 yr. old 
family man—Best References. 
Box 9162, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLIC RELATIONS WRITER 
With newspaper, magazine, engineering 
background. Currently client-contact, staff 
writer with PR agency on industrial, con- 
sumer accounts. Interested joining agency 
or promotional minded industrial firm. 
Box 9161, ADVERTISIN E 
480 Lexington Ave., New York 17, N. Y. 


Our 45th Year 
HEAVY POP-RETAIL SLS PRO 
(display manufacturer) $15M 
COP — MKT 59 -agay 14M 
young, major agcy. 
Ait—Sis. —prom la a4 


y 
PROD. pe specs, studio 
T ASSr. recent grad OK $7200 


GLADER CORPORATION 
“The Agency’s Agency” 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


rent photograph. 


_ ATTRACTIVE OPENING 
FOR AMBITIOUS, YOUNG 
SPACE SALESMAN 


Age 25 to 35. National trade maga- 
zine has opening in its New York office. 
Excellent starting salary, plus expenses. 
Two to four month training period. 

Requires extensive traveling for a 
period of two to four months. 


. Send complete information and cur- 


Box #364, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


LAYOUT MAN-ART DIRECTOR 
Seeks free lance or perm. spot with small 
or med. Chicago agency. Heavy exper. all 


200 E. Illinois St., Chicago 11, Illinois 


A.E. - AD a a eee 
8 yrs. agency, ad ger. Na- 
tional appliances, industrial products. 


ba ay planning, business development. 
Strong on po ge oy markets. Qual- 


TISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING COPYWRITER 
Creative gal with solid TV, radio and 
newspaper copy experience in Chicago 
and N.Y. 2 yrs. top N.Y. agency. Wish to 
join Chicago agency. Best ref le 

Box 9159, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


@eeeeeeeeeeoeoeoeoeoeeeee 
COPYWRITERS 
$7,000 - $12,000 

Copy contact man with solid history in 

heavy industrials. Flectrical product 

background helpful—to $12,000. 

Copywriter (Jr.) with heavy industrial 

product experience — $7,000 - $10,000. 

For confidential represcntation, contact— 

GEORGE E. PYLKAS 
Executive Advertising Consultant 
‘abash A 
202 S. State, Chicago 4, WAbash 2-5020 @ 
S@eeeeeeseseseeeeeeee 


REPRESENTATIVES WANTED 


Well-known Eastern publishers’ represent- 
atives firm seeks aggresive West Coast 


representation. 
Box 9163, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


~. REPRESENTATIVES AVAILABLE 

PUBLISHERS REPRESENTATIVE with 12 
years successf space sales experience. 
Currently covering 8 mid-west states. 
Have leading publication in the Electron- 
ics field and room for one other publica- 
tion. Write 

Box 9164. ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
PUBLISHERS ADVERTISING REPRE- 
SENTATIVE AVAILABLE FOR FLORIDA 
Creative, young, energetic and thoroughly 
experienced in consumer magazine adver- 


g. 
Box 9165, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
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Young, poised and highly creative repre- 
s 


producing record. Offering top agency and 

company contacts, energy and ambition. 
Box 9166, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


BUSINESS OPORTUNITIES 


WHY PAY THRU THE NOSE for display 
construction? Our modern woodworking 
plant out in the low (price) country turns 
out everything from ship’s wheels to TV 
cabinets. We’ve worked with a few agen- 


and specs. We'll do the job and deliver 
(or install) anywhere in the Metropolitan 
area. The quality of the finished display 
will be identical. It’s the price that will 
differ—when you have country workshop 
(instead of a city display house) do 
job. WILLIAM MORRIS—Call SUnset 5- 


z 


ADVERTISING 
ACCOUNT EXECUTIVE 
COPY CONTACT 


Experienced in industrial 
and consumer accounts, 
minimum 5 years of agency 
or advertising manager ex- 
perience. NYC. Salary $9- 
10,000. 


Please send resume to 
Box 362 
ADVERTISING AGE 
480 Lexington Ave. 
New York 17, New York 


3404. Seaford, N.Y. 

FIRST NOTICE 
Select itions on first come basis now 
available to advertisers in Suburban Play- 


house Program, N.J.'s new theatre serving 
fashionable Newark suburbia with N.Y. 
a. For info write Joyce Graszian, 51 
rest Hill Road, West Orange N.J. 
MISCELLANEOUS 
PHOTOGRAPHY 
INDUSTRIAL AND COMMERCIAL 
Larsen—2357 W. Roscoe-GR. 17-3726, Chgo. 
FLORIDA MAILING LISTS 
Business - Professional - Residential 
H T Hess & Co, Box 2467, Orlando, Fla 


ADVERTISING SUPERVISORS 


Two opportunities on marketing 
division staff of Chicago based cor- 
poration. gf ition for consumer 
advertising field and other for in- 
pe BA trade. Candidates 
for these positions should have copy 
and advertising experience either in 


background. Candidates for 


ind al-chemical products should 
have related ind experience. 
] college de- 


St., Chicago 11, Illinois. 


—and nes too? 


Finane b 

e 

oun liers. *other™ well-rounded 

ponay— 4 past 
ntial ee 5 = 

family man... 


How can you increase your share of the market 


14 pr roducing ideas will benefit your line—this 
aoe Executive can make money for you. 


tion in in a high! com- 
“down” whe! nen 


f 
I net AX Fae 


eting re-building progr: th 
eatin oo for favorable yg ‘and fe from wr 
cxpetience chews onccess ap Salte a Ad- 
Executive and earlier - £ Assistant Treasurer of a large plant. Paid 
ars by internal savings alone. 39, 


cemees. Ask 


Age 
for proof in an exploratory interview. 
Write Box No. 358, Pyeng Age, 200 E. Illinois St., Chicago 11, Illinois 


CIRCULATION 
MANAGER 
MAJOR NATIONAL MAGAZINE | 


One of America’s leading magazines 
seeks a Circulation Manager with 
a minimum of five years’ experi- 
ence. He is probably at present a 
mail promotion He is a 
college graduate, 25 with cre- 
imagination and writing | 


As Circulation Manager, he will 
report to the Publisher. In coopera- 
tion with editorial and sales man- 
agements, he will recommend circu- 
lation objectives and the plans and 
methods for achieving them. He will 
initiate and maintain controls of 
a. q- uality. He will develop 

ncreasing the efficiency 
ery mail qt field selling, will recom- 
ij} mend subscriber-service policies and 
methods of improving renewal per- 


centages 
Please submit com: ee ome | wim 


lication. a ~ 
Salary: Box AA iso, 129 W 
4ist ow York 36, N. Y. 


allied fields. 
appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6- 
A 


WANTED 
PUBLISHER'S REPRESENTATIVE 


ararene fer national paid cireu- 
wee tre 
200 Ee tieeis AS Chines fe 1m. 


o_o 


A prominent, 


bility. Excellent base 


drive, with maturity 
sales force, and with a soli 


VICE PRESIDENT 
Sales and Advertising 
. (Confectionery Field) 


.edium-sized manufacturer of quality 
candies, located in the Midwest, seeks a qualified pee A to take 
charge of its secs, advertising and m 
is a once-in-a- fetime opportunity either for a proven executive 
or for a somewh. .t less-experienced, but un 
man who may -till be a year or so away from a position 


tures for the ripht man. We want a person with imagination and 
uired to build and 
background in all phases 
merchandising. Our employes know of this ad. Inquiries handled 
in strict confidence. Submit résumé and photo if readily available. 
Box 361, Advertising Age, 200 E. Illinois St., Chicago 11, Mlinois. 


packaged 


erchandising program. Here 
usually talented, y vadge yo 


with generous incentive fea- 
lead an effective 
of retail 


ADVERTISING 
AGENCY 
COPY CHIEF 


Well established, fast growing, 
Philadelphia AAAA agency of- 
fers a real opportunity to a man 
who can write exceptionally 
good copy himself and also has 
the ability to spark other writ- 
ers whom he supervises. Both 
consumer goods and industrial 
advertising experience required. 


Good starting salary, bonuses, 
participation in a liberal profit- 
sharing trust, company-paid life 
insurance and a congenial at- 
mosphere in which to work. 


Your letter should give full 
details regarding experience and 
state salary expected. It will be 
held in strict confidence. 


Box 356 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 
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EXECUTIVE 


SALES MANAGER 


AVAILABLE 


— level ter py By - 37 


y-~ 
systems and 
pac relations, budgeting and sta- 


ical cost controls—plus 
and ae ee ew me of sell personne 


and pure -procurement of sup- 
porting sdve and poate. 
Write x ‘357, 


Lexington Ave., 


au sorzations 
accounts, 


New York 1 NY. 


Large 


sociate 


Salary 


benefits: insurance, 
sharing, pension plan, etc. 


ASSOCIATE MEDIA 
DIRECTOR FOR 
MIDWEST AAAA AGENCY 


If Media is your meat and you 
feel that you are not making 
as responsible a contribution 
to its analysis as you might, 
then this could be for you. 


and respected agency 


is expanding its print media 
department and needs an as- 


director. All the fringe 
profit- 


commensurate with 


experience and ability. 
Box 365, Advertising Age, 200 
E. Illinois St., Chicago 11, Il. 


a 


This is 
RIGHT 
future 


fringes 
details 


Box 


and paid 


CTIVE TERRITORY 


SPACE SALES 
Now available to experienced 
salesman with radio and/or TV 
time selling 
Chicago. Travel established mid- 
west area for successful pub- 
lisher. Draw against commission. 


ing experience. Locate 


a good deal for the 
man with no ceiling on 
comme. gy me ht 
clude profit y= | 
insurance. Send ful 
with references in first 


letter to 


359, Advertising Age 


200 E. Illinois St., Chicago 11, Il. 


2 DESIGN AND 2 BLACK AND WHITE 
A nati known r- 
leading ionally paper- 
openings for black and white ~- 


than 5 


serving 
ation. 


Send 


experienced in production le 
and Ly eed Also need two 
ing for creative —s desig, Mast 
be experi in essional com- 
ecient espe i 5 a 
and, Goreteg within 8, Tuving 
ion. Please 
ils of educ tion, lence and 
9, ADVER- 
G AGE, 200 E. Illinois St., 
Chicago 11, 
AVIATION AGE 
WANTS EXPERIENCED 
SPACE SALESMAN 
FOR EXPANDING 
EASTERN STAFF. 


You'll join the sales staff of Avia- 
tion’s most dynamic magazine .. . 
a publication that has increased 
its advertising volume by more 


times since 1950! 


The man we are looking for 
must have a successful sales rec- 
ord in the “Eastern territory” . 
preferably with a publication 


industries related to Avi- 


We'll consider only those appli- 
cants who submit a résumé. Please 
give complete details . . . partic- 
ularly states you have covered. 

This position will be filled by 
January 1, 1957. 

All employees know of this 
opening. 


résumé to David W. 


Ewald, Adv. Sls. Mgr., AVIATION 
AGE, Conover-Mast Publications, 
Inc., 205 E. 42nd Street, N. Y. 17, 
N. Y. 


Let Jingle Artists 
‘Shoot Moon’: Miller 


(Continued from Page 3) 

he said. “A music spot, or a pop 
record for that matter, must have 
time to breathe. Facts must have 
musical punctuation to prepare 
the ear for the next fact. 

“Remember, nobody is in a 
soundproof room. All sorts of ex- 
traneous noises are constantly 
present and competing for the ear 
—from the car engine to raucous 
traffic sounds on the road, to 
vacuum cleaner engines to raucous 
children’s sounds at home.” 


® Dr. Ernest Dichter, president of 
the Institute for Motivational Re- 
search, made a strong pitch for his 
new tv testing technique, which 
will seek to measure motivating 
response patterns and their effects 
on brand image and purchase 
stimulation. He said that any kind 
of research technique that doesn’t 
measure the interaction between 
the consumer and the commercial 
is “wrong and erroneous.” 

As interesting examples of the 
kind of work his company has 
been doing for advertisers, Dr. 
Dichter cited studies for Saran 
Wrap, Ry-Krisp, Pepsodent and 
“$64,000 Question.” 


e In the case of Saran Wrap, he 
said, the company was advised to 
have’ the announcer wrap his 
packages neatly in the demonstra- 
tions, since women seemed to feel 
there was something “immoral” 
about a sloppily wrapped package 
even if it was easy to do. 


e For Ry-Krisp, which wanted to 
sell the slimming properties of its 
product without leaving the im- 
pression that it was talking to 
“fat” people, Dr. Dichter and his 
staff suggested that the product be 
associated as a “smorgasbord 
treat,” with healthy, young, vital 
people in the picture. 


e For Pepsodent, it was suggested 
that the “yellow” jingle arrange- 
ments be modified somewhat to 
counteract that, “Oh, I’ve heard 
that” attitude. 


e In the case of Revion’s hit quiz 
show, the researcher found that 
people were most interested in 
getting on with the questions and 
that they tended to resent it when 
too much time was “wasted” in 
the interview sessions with con- 
testants. 


Media Buying Session 


Insight into how several agen- 
cies tackle the same media prob- 
lem was given at the media buy- 
ing session, where three speakers 
were presented with the same hy- 
pothetical product and asked to 
spend a $750,000 annual budget, 
explaining their choices. 

The speakers were E. L. Deck- 
inger, vp in charge of media 
strategy at Grey Advertising; Ar- 
thur A. Porter, vp and executive 
media director, J. Walter Thomp- 
son, and Lee M. Rich, vp and 
associate media director, Benton 
& Bowles. The media problem had 
been presented to them earlier by 
James J. McCaffrey Jr., of Ogilvy, 
Benson & Mather, who presided at 
the session. Leo Bogart, director of 
account research services, Mc- 
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COMMERCIAL 
CONVENTION INDUSTRIAL 


Cann-Erickson, closed the 
with a summation of the 
men’s remarks. 


ia 


® Given the same product con- 
sumer profile (with some assump- 
tions made by the speakers) two 
of three media executives came up 
with schedules that were prin- 
cipally in radio, while Mr. Deck- 
inger suggested a daytime spot 
television emphasis. 

Despite the differences in final 
selections, the processes by which 
the three speakers arrived at their 
separate conclusions showed con- 
siderable agreement. This was an 
indication, Dr. Bogart commented, 
that media selection still is some- 
what of an art, not merely a slide 
rule exercise. 

Chairman McCaffrey answered 
the question in the minds of many 
present when he revealed that the 
“hypothetical” product for which 
he had given a very detailed con- 
sumer profile, was actually Tetley 
Tea, an OB&M account. At that 
agency, the decision had been to 
concentrate the budget exclusive- 
ly in locally bought spot radio. 


Print Creative Session 


Guild Copeland, vp and creative 
director at Ted Bates & Co., told 
the print creative workshop his 
agency works “very hard to un- 
cover a basic selling idea and then 
work out a program to get that 
idea into the heads of as many 
potential customers as possible, 
with the money at hand.” 

He added that Bates concen- 
trates on evolving a story for the 
product and lets the technique of 
telling the story come up later. 
This formula, he added, has paid 
off: “No client has ever taken its 
business away from the Bates Co., 
which has 17 years in business, has 
14 clients and is billing at the cur- 
rent rate of $100,000,000 a year.” 
Part of the Bates formula, he 
continued, is “developing cam- 
paigns that can run for a long 
time.” This in turn permits em- 
ployment of 26 writers in the copy 
department—“very few for an 
agency that will bill around $80,- 
000,000” this year. In 1955, Bates 


billed $59,200,000. 

“Bates writers make excellent 
salaries, because the expense of 
the department can be divided 
among fewer people. Their time is 
devoted to real creative product 
thinking on new campaigns—more 
than in other agencies—because 
less time is required for the rou- 
tine work of revamping current 
campaigns.” 

Mr. Copeland said, “On almost 
all our accounts we seek to avoid 
changes of presentation—that is, 
new layouts, art treatments or 
headlines, made within the frame- 
work of the current campaign.” ~ 


= William Bernbach, president of 
Doyle Dane Bernbach Inc., told 
the session that “not to be differ- 
ent is virtually suicidal.” 

“The most criminal waste of a 
company’s money is that spent on 
advertising the public is indiffer- 
ent to,” he added. 

“A company will spend years in 
research and hundreds of thou- 
sands of dollars to create a point 
of difference for its product, and 
then use run-of-the-mill ads to 
convey that difference to the peo- 
ple.” 

Mr. Bernbach declared he was 
“tired of the implication that you 
must take your choice between be- 
ing sound and dull on the one hand 
and unsound and provocative on 
the other. I say an advertiser is 
being short changed if you are not 
giving him advertisements that at 
the same time are both sound and 
provocative.” 

“I may as well tell you,” he con- 
tinued, “that I consider research 
the major culprit in the advertis- 
ing picture. Research has created 
a lot of advertising technicians. 
And, unfortunately, they talk the 
best game. They know all the rules. 

“They can tell you that babies 
and dogs will attract more readers. 
They can tell you that body copy 
should be broken up for easier 
reading. They can give you fact 
after fact. They are the scientists 
of advertising. But there’s one rub. 
Advertising is fundamentally per- 
suasion, and persuasion happens 
to be not a science but an art. 
What this business of ours needs 
is not people who do the right 
things; we need people who do in- 
spiring things.” 


# Shepherd Mead, onetime televi- 
sion copy chief at Benton & Bowles 
who has turned author (“How to 
Succeed in Business Without Real- 
ly Trying”; “How to Get Rich in 
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TV Without Really Trying”), as- 
serted that “advertisements are 
beginning to look quite a lot alike,” 
because too many people have a 
hand in writing them. 

“Wouldn’t it be interesting if you 
people right here in this room 
could be given just six months to 
write advertising—ihinking only 
about the people who are going to 
buy the product, and not about 
the five different committees you 
know are going to approve the ad? 


“] think three things would hap- . 


pen,” Mr. Mead said. “One would 
be a new look to advertising that 
would amaze and delight the whole 
country. Another thing would be 
that more people would come into 
the stores and buy the products. 
And the third thing would be that 
all of you would be having so 
much fun you wouldn't care 
whether you got rich or not.” 


Dieker Joins Arnold & Co. 
Hal Dieker has joined Arnold & 
Co., Denver agency. Mr. Dieker' 


was for 12 years an NBC producer- . 


director in New York, Chicago and 
Los Angeles. 


TOP RATING IN 
CINCINNATI! 


The highest rated syndicated 
program ia Cincinnati,” 
America’s gfect mystery 
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FOUR A’S MEETING—Pictured at the New York meeting of the American Assn. of 


M. Ganger, board chairman, D’Arcy Advertising Co.; Jean Wade Rindlaub, vp, Batten, 
Advertising Agencies are Lawrence Valenstein, board chairman of Grey Advertising Barton, Durstine & Osborn; T. F. Brennan, Geyer Advertising; Gene Gramm, creative 


Agency; Donald K. Clifford, president, Doherty, Clifford, Steers & Shenfield; Robert director, and Mark Lawrence, radio-tv director, MacManus, John & Adams. 


Avoid Ad Talent Rut; Outsiders May 
Do Better, Cost Less, Brorby Says 


(Continued from Page 1) 
to 15 years in other businesses, 
and that it might well have to pay 
them less. 

He also thinks, he said, that 
agencies will have to be increas- 
ingly productive. He cited two 

‘ areas for improvement—meetings 
and communications. 

“To increase by 10% the effec- 
tive use of our people, to reduce 
by 10% the restless moving about. 
To diminish by 10% the executive 
time spent in finding the great 
guy when we need him urgently— 
that could do great things for our 
business, and for our balance 
sheets,” he said. 


« “And to bring 10% of new peo- 
ple into cur business each year— 
people from outside the agency 
business—this seems to me to be 
perhaps the greatest opportunity 
and the easiest target . far 
preferable to the rash of cannibal- 
ism which breaks out feverishly 


“This incestuous form of re- 
cruiting often takes on the form 
of fraternity rushing and makes 
me wonder if we haven’t gone 
back to being freshmen and soph- 
omores.” 

The trouble is, he said, that 
while advertising is a taxing, de- 
manding business, which should 
pay high salaries, this close in- 
fighting means that “it’s often the 
wrong people who get the high 
salaries, or some get salaries high- 
er than they are ready for, which 
is bad for them and their assoc- 
ciates.” 


® Richard S. Lessler, marketing 
and research vp of Grey Adver- 
tising Agency, asked for a fifth 
freedom—the freedom to think. He 
offered a number of precepts, 
among them: 
e Avoid the practice of foolish 
. (“There is no reason 
why a client cannot be told that 
this year the broadcasting media 
should comprise his major dollar 
investment rather than print me- 
dia, despite the fact that last year 
his major effort was in the print 
area... .”) 


@ Don’t nourish the fear of con- 
troversy. (“Rejecting ideas on 
merit is one thing; rejecting them 
on the basis of fear is another.”) 


e Don’t overemphasize human re- 
relations. (“Too frequently a good 
copy person or creative marketing 
man is not hired or does not get 
ahead because he is not an edu- 
cated human relations expert .. . 
I have heard it said that ‘Joe 
doesn’t know too much, but boy 
he sure has a way with people.’ 
Actually . . . wien Joe leaves and 


Jim, who likes to think and doesn’t 
mind working, arrives, the crea- 
tivity of the agency is often in- 
creased.”) 


e Avoid the folklore of time and 
service. There has to be time to 
think, and there must be respect 
between agency departments peer- 
to-peer. This may not be en- 
couraged by too much reiteration 
of the “service” description ap- 
plied to some departments. Avoid 
the “fetish of practicality.” 


e Stress intelligence more than 
ence. 


@ Don’t overemphasize brevity 
and simplicity until they are ends 
in themselves. 


e Understand the real meaning of 
knowledge: “Breath of insight that 
carries beyond advertising itself, 
but which is a tremendous leader- 
ship stimulant to creativity.” 


e Learn to use the quiet people. 


s James D. Webb, president of 
C. J. LaRoche & Co., told the con- 
tact group that the most impor- 
tant thing in account management 
is to be “alert to change.” In view 
of the agency association consent 
decree, he urged account men to 
be fully conversant with what 
their agencies can do and are do- 
ing for their accounts, since “you 
have not heard the end of these 
questions about agency service.” 


# Vincent R. Bliss, president of 
Earle Ludgin & Co., Chicago, told 
the group that Ludgin has no con- 
tracts with clients and went on to 
say that account executives ought 
to spend no time thinking about 
agency profits. This is the area for 
the agency’s management, while 
the account man should concen- 
trate exclusively on building profit 
for the client, he said. 


s John Toigo, marketing director 
of Jos. Schlitz Brewing Co., Mil- 
waukee, and an oldtime agency 
hand (D’Arcy, Biow) told the 
agency men that, as a client, he 
now sees the importance of a com- 
mon understanding between the 
client and the agency and that he 
considers the multiplicity of work 
agencies are called upon to do as 
stemming from diversity of opin- 
ion within client offices. 


s In a wind-up session for young 
people, Barton A. Cummings, 
president of Compton, urged (1) 
that agency people know client 
products and services thoroughly, 
(2) that they know the full range 
of agency resources, (3) that they 
make a full effort to get broad- 
gauge marketing knowledge and 
(4) that they “never underesti- 


mate the brain power of your cli- 
ent.” He added that a client 
“doesn’t really give a damn for the 
advertising man whose only role 
is to please him, to yes him, to 
agree with him.” 


s Bryan Houston, head of the 
agency bearing his name, told the 
group that agencies “represent one 
of the most honest, most produc- 
tive and most rewarding forms of 
human organization I have yet 
seen. 

“Without in any sense excusing 
or denying the shabby, seamy 
things men have done in the name 
of advertising, I assure you that 
the older trades and professions 
are also human and have had 
much longer to explore the ulti- 
mate possibilities of human de- 
pravity.” 

He urged three acquired skills: 
(1) The ability to tell a good ad 
from a bad one with greater ac- 
curacy than average (“It sounds 
so simple to say, and is so diffi- 
cult to do. It requires a constant 
effort from the day you enter the 
business until the day you die”); 
(2) the ability to understand and 
anlayze media (Mr. Houston 
thinks few admen can); and (3) 
the ability to plan (“tying all the 
pieces together in an effective op- 
eration”). 

What young people need in ad- 
vertising, said Mr. Houston, are 
“brains, integrity and courage. 

“The trouble with capitalism is 
that it takes courage,” he went on. 
“As the vital organ of American 
capitalism, the agency is a bad 
place for a youngster who is pri- 
marily interested in security. 
Agencies do not get alimony ... 
there is no old age pension for 
the 45-year-old agency man who 
has lost that elusive but essential 
quality of thinking for the future. 
The agency business can be cruel. 
It is possible to do a good job and 
still lose the account.” 


# James H. S. Ellis, president of 
Kudner, in a speech recalling the 
pleasures of copy and men who 
wrote it well, warned that agen- 
cies assume the responsibility for 
putting words into the client’s 
mouth. 

“Even though people have heard 
a lot about advertising agencies,” 
Mr. Ellis warned, “I have a hunch 
that the average person, reading 
an ad, thinks tt. words he reads 
were written b the advertiser. 
Or at least he : ould. The chal- 
lenge of writing advertising is to 
foster the feelir.: that this mes- 
sage comes to th public from the 
company that o’fers the product 
for sale. 

“The words snould not make 
the client sound like a panty- 
waist, a smart aleck, a braggart, 
a stuffed shirt or a bore. These 
words need to have a sincere and 
honest sound... But at least 
we should write advertising which 


is free from Madison Ave.-ese.” 


Cold Pill Battle 
Settles Down to 
a Steady Sniffle 


(Continued from Page 1) 
onoid studies reported in the Nov. 
24 issue of the Journal of the 
American Medical Assn. were 
sponsored, in part, by Anahist, 
President John S. Hewitt issued a 
statement as follows: 


# Mr. Hewitt’s letter, written in 
response to a request by ADVERTIS- 
ING Ace for comment on last 
week’s developments, reads as fol- 
lows: 

“Along with many other manu- 
facturers in the drug and cold 
preparation industry, Anahist, 
about a year and a half ago, be- 
came very much interested in the 
bioflavonoids in the treatment of 
cold symptoms. 

“In fact, if anyone wished to take 
the time to check with Food and 
Drug [Administration] in Wash- 
ington, they would learn that the 
Anahist Co. had clearance on a 
bioflavonoid cold tablet, but inas- 
much as we are in the ethical 
drug business, as well as the pro- 
prietary field, it is our fixed policy 
never to introduce a new product 
or add anything to an established 
product, without having actual us- 
age experience or controlled clini- 
cal studies by competent medical 
investigators, to support our prod- 
uct claims. 


# “In anticipation of developing 
clinical facts that could be used 
in the introduction of the new bio- 
flavonoid cold tablets that we were 
contemplating, $25,000 was appro- 
priated for extensive clinical stud- 
ies. 

“Instead of developing clinical 
evidence that would support ad- 
vertising claims, the studies, as 
reported in the Journal of the 
American Medical Assn. on Nov. 
24 clearly indicated that we would 
be unjustified to make any invest- 
ment in a new cold tablet contain- 
ing bioflavonoids, because the 
studies clearly showed that biofla- 
vonoids had no effect on the symp- 
toms or treatment of the common 
cold. 

“In our opinion, research again 
paid off for Anahist, even though 
it is the reverse of what we had 
hoped the clinical studies would 
prove. 

“Medical research is usually fi- 
nanced by, some drug company or 
foundation, but the Journal of the 
American Medical Assn. did not 
publish any papers submitted by 
the Anahist Co. Both Dr. Tebrock 
and his associates, as well as the 
Dartmouth group, wanted the pa- 
pers published and we agreed. Ap- 


parently the Journal of the Amer- 
ican Medical Assn. felt that their 
findings were sufficiently signifi- 
cant not only to publish the papers 
but to send out a very extensive 
press release. 


s “Dr. Holland of Food and Drug, 
as reported in your publication, 
saw fit to reiterate his views on 
bioflavonoids at the N.W.D.A. [Na- 
tional Wholesale Druggists Assn.] 
meeting in Florida, but he did not 
get his information from the Ana- 
hist Co. 

“I believe the above clearly de- 
fines the reason why Anahist did 
not jump the gun and get on the 
bioflavonoid bandwagon, just be- 
cause competition saw fit to do so. 

“Anahist Co. will continue to 
explore any new drug that may 
have some value in the treatment 
of the common cold, but we will 
never introduce a new product, or 
add an ingredient, unless we have 
definite medical justification.” 


® Earlier in the week, Grove 
Laboratories President James H. 
Grove elaborated further on his 
charges made previously that the 
studies reported in the Journal of 
the American Medical Assn. were 
not accurate appraisals of the bio- 
flavonoid field. 

“Leading manufacturers of cit- 
rus bioflavonoid compounds .. . 
have not maintained that these 
products would ‘cure’ a cold,” he 
pointed out. “The basic premise 
has been that they are superior to 
anything currently available for 
the symptomatic treatment of the 
common cold.” 

Pointing out that the bioflavo- 
noid materials used in one of the 
two tests reported in the AMA 
Journal were not similar to Grove 
bioflavonoids, he declared: “There 
is no reason to believe that the 
different types of citrus bioflavo- 
noids are all equally efficacious 
in the treatment of the common 
col Read 


Johnson & Johnson Names 
Hardesty to Marketing Post 

Johnson & Johnson, New Bruns- 
wick N. J., maker of surgical 
dressings, baby and allied products, 
has appointed R. D. Hardesty di- 
rector of market development in 
its new products division. Mr. 
Hardesty resigned as director of 
merchandising research of Kroger 
Co. in February. 

For the past eight months, he 
has been a consultant to A. C. 
Neilsen Co., Scott Paper Co., the 
National Assn. of Food Chains 
and Ball Bros. Co. 


Compton Mrs. O'Reilly 

Mrs. Dorothy O’Reilly, formerly 
head of public relations in the Chi- 
cago office of Compton Advertis- 
ing, has been named head of the 
Chicago office of Compton Service 
Associates, new pr subsidiary of 
the agency (AA, Nov. 12). 
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Advertising Age, December 3, 1956 


Reports that Fatty 
Foods Cause Heart 
Ills Stir Food Field 


(Continued from Page 1) 
cholesterol levels. 

The American Meat Institute, 
spokesman for the meat packing 
industry, announced that it will 
run page ads in more than 50 med- 
ical journals and publications in 
the near future in answer to the 
latest attacks on meat. 


@ The full AMI statement said: 
“We are perfecting messages to be 
published in advertising spaces in 
a considerable number of journals 
in the medical and related fields. 

“These will remind the profes- 
sions of the results, which they al- 
ready know, of modern research 
by outstanding medical authorities 
who agree that reasonable amounts 
of fat in the human diet—includ- 
ing shortenings and cooking fats— 
are prescribed for good nutrition 
and good health. 

“It is unfortunate that some 
people, in the absence of precise 
scientific knowledge of some kind 
or another, have been provided 
with an opportunity to solemnly 
expound their own pet theories in 
non-scientific publications. The 
food industry has always had to 
contend with this sort of thing. 

“Food faddism for years has 
has been a popular occupation for 
various people. Medical nutrition- 
ists of known reliability are the 
authorities who should be looked 
to for facts and guidance. These 
include the council on foods and 
nutrition of the American Medical 
Assn., the Nutrition Foundation 
and the Harvard school of public 
health, which is headed by Dr. 
Fredrick J. Stare.” 


® Milton Hult, president of Na- 
tional Dairy Council, previously 
challenged a recommendation in 
the Time article that voting-age 
men and older women drastically 
reduce their consumption of milk 
fat. 

In a letter to Time, he pointed 
out that the great bulk of evidence 
from nutrition research already 
completed gives assurance that 
eating foods (milk, vegetables, 
fruits, eggs, meat, cheese, fish 
and poultry) in balanced quanti- 
ties will build and maintain a 
healthy body and mind. AA was 
unable to reach Mr. Hult, who was 
reported to be on the West Coast, 
for further comment. 

When contacted by AA, spokes- 
men for the American Dairy Assn., 
National Poultry, Butter & Egg 
Assn. and the National Confection- 
ers Assn. declined comment on the 
articles. AA was unable to reach 
Siert F. Riepma, president of Na- 
tional Assn. of Margarine Manu- 
facturers, Washington, who was re- 
ported to be out of town. 


s Earlier this week, in a talk at 


the Chicago Academy of Sciences, 
Dr. James R. Wilson, veteran med- 
ical nutrition consultant came to 
the aid of the harrassed segments 
of the food industry. Fat, Dr. Wil- 
son said, is currently “the most 
popular scapegoat for adult physi- 
cal ills. 

“Actually we know very little 
about the relation of food fats to 
degenerative blood vessel disease, 
of which coronary heart disease is 
but one example,” Dr. Wilson said. 
“This is a time for humility and 
hard work ‘which should leave lit- 
tle spare time for speculation based 
on too many assumptions.” 

Noting that cutting down on fats 
in the American diet is practically 
a religion with some persons, Dr. 
Wilson urged his listeners to “re- 
lax.” 

“Don’t let incomplete segments 
of research and unwarranted con- 
clusions stampede you into aban- 
doning long established eating 
patterns which have proven satis- 
factory for many years,” he said. 


ee: 


Last Minute News Flashes 


Reeves Soundcraft Leaves Basford: Seeks Agency 


New York, Nov. 30—Reeves Soundcraft Corp., maker of magnetic 
recording equipment, ends its relationship with G. M. Basford Co. 
tomorrow and expects to name a new agency some time next week. 
A Reeves spokesman today said the company is chossing from among 
three agencies. 


Revlon Men’s Products Due in Spring 

New York, Nov. 30—“The Revion Man” will introduce the Revlon 
look for men next spring when the company begins advertising its 
Top Brass, a man’s hair dressing, and Hi-and-Dri, a male deodorant, 
on “Can Do—No Can Do” (NBC-TV) and “$64,000 Question” and 
$64,000 Challenge” (both CBS-TV). Emil Mogul Co. is handling both 
products. 


Ethyl Corp. Names Y&R to Replace BBDO 


New York, Nov. 30—Ethyl Corp., which announced in September it 
was screening 17 agencies looking for a replacement for Batten, Barton, 
Durstine & Osborn, has decided to name Young & Rubicam. The ap- 
pointment is effective Jan. 1. 


Agency Sues Client for Switching Account 

New York, Nov. 30—Carlos Franco Associates has filed suit in sup- 
preme court here against a former client, Seaboard Drug Co., which 
markets a drug called Merecin, charging the latter with breach of con- 
tract in taking its business out of Franco to Grant Advertising. Franco 
seeks more than $200,000. A petition filed by Harry H. Patterson, 
Seaboard president, alleges that the suit resulted from “an irresponsible 
and malicious course of conduct out of plain and simple peeve.” Patter- 
son asserts the agency switch was made because Franco showed inabil- 
ity to handle and process properly our extensive national advertising 
program.” 


Sylvania Markets Second Tinted Bulb 

New York, Nov. 30—Sylvania Electric Products this week is achiev- 
ing distribution of its second tinted bulb for home lighting, an aqua- 
tinted globe called Cool-light. “Extensive” advertising will begin after 
the first of the year, including “frequent” commercials on Sylvania’s 
tv show, “The Buccaneer” (CBS-TV). Early in 1955 the company in- 
troduced the first pastel bulb for home lighting, a pink bulb called 
Softlight. J. Walter Thompson Co. is the agency. 


Mojud Adds Sweater Line: Other Late News 

e Mojud Co., lingerie and blouse manufacturer, will introduce a sweat- 
er line some time in 1957. The new line will be handled by Johnstone 
Inc., which took over the Mojud account last summer. 


e Walter Winchell may keep his Friday night NBC-TV spot after 
all, if William Morris Agency, packager of the show, or Lennen 
& Newell, New York, agency for Old Gold, can find another sponsor 
to alternate with Toni. Toni, which was to have bowed out with Old 
Gold at the end of the first 13 weeks, may be willing to stay. 


e John K. Ottley Jr. has been elected a partner of Liller, Neal & 
Battle, Atlanta. Mr. Ottley came to the agency as an account execu- 
tive seven years ago; previously he had been an executive with the 
Atlanta Journal and Constitution. 


e Peters-Griffin-Woodward, New York, has been named to represent 
WJIM and WJIM-TV, Lansing, Mich. The stations formerly were 
represented by Edward Petry & Co. 


e Michael Fast, former sales manager of Printers’ Ink, has joined 
Newsdealer, New York, as publisher’s representative. 


e Richard K. Honaman Jr. has been appointed advertising manager of 
Fast Food Magazine, a Bill Bros. publication. The position has been 
vacant for the past two years; the duties have been handled by 
Charles McHale, publisher. Mr. Honaman was formerly eastern ad- 
vertising manager. Felix S. Charney Jr. has been appointed to that po- 
sition, and Thomas O. McDonough has been named western advertis- 
ing manager, a new position. 


e John F. Tyrell, formerly associate editor of Metal Progress, has 
joined Beaumont, Heller & Sperling, Reading, Pa., as an account 
manager and technical consultant. Mr. Tyrell has served as a metallur- 
gist with Solar Aircraft Corp. and Allegheny Ludlum Steel Corp. 


OAI Groups Sales 
Offices: McBrine, 


includes Chicago, Detroit, St. 
Louis, Los Angeles, San Francisco 
and Seattle. 


® Mr. McBrine joined OAI as an 


French Head Units 


New York, Nov. 28—Outdoor 
Advertising Inc. is regrouping its 
12 national sales offices into two 
newly created divisions. 

Robert C. McBrine has been ap- 
pointed vp in charge of the eastern 
sales division, with headquarters in 
New York, and George D. French 
has been named vp in charge of 
the western sales division, with 
headquarters in Chicago. 


= Warner R. Moore, OAI president, 
said the regrouping is designed to 
simplify and better coordinate the 
organization’s expanding sales pro- 
gram. OAI’s Chicago and Detroit 
sales offices will continue under 
the direction respectively of John 
P. Gormley and Howard B. Swee- 
ney, both of whom are vps. 

The new eastern division, under 
Mr. McBrine, includes OAI offices 
in New York, Boston, Philadelphia, 
Atlanta, Houston and Dallas. The 
western division, under Mr. French 


account executive immediately aft- 
er World War II. After serving in 
the Houston office, he was made 
manager of the Atlanta office in 
1949. Earlier this year, he was ap- 
pointed vp in charge of eastern 
sales. 

Mr. French joined OAI in 1938 
at St. Louis. Following service in 
World War II, he returned to the 
company as an account executive 
in the Chicago office. He was 
named St. Louis manager in 1951. 


Harold Mitchell Adds Two 

Sugar Hollow Ltd., Lodi, N.J., 
has appointed Harold M. Mitchell 
Inc., New York, to handle adver- 
tising for its new product, CKC 
cold water washing compound for 
woolens and synthetics. The agen- 
cy has also been appointed to han- 
dle the account of Benjamin & 
Johnes, New York, manufacturer 
of Bien Jolie brassieres and gir- 
dles. Dunay Co. formerly handled 
the account. 


Seeking New 
Plant Sites? 
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JOB HUNTERS—That increasing num- 
bers of farm workers are seeking 
jobs in the towns and cities is 
dramatized in this Tennessee ad. A 
town with a population of 3,261 
offers a labor supply of 10,524. 
The ad appeared in the Wall St. 
Journal. 


26-Day Strike Loss 
to Cleveland Dailies 
May Total $3,750,000 


CLEVELAND, Nov. 28—Advertis- 
ing and circulation revenue losses 
totaling an estimated $3,750,000 
were sustained by Cleveland’s 
three daily newspapers—the Press, 
News, and the Plain Dealer—dur- 
ing the 26-day strike that ended 
here yesterday. 

Also hurt by the strike were de- 
partment stores, whose sales 
showed moderate to sharp de- 
creases below corresponding weeks 
in 1955. Federal Reserve figures 
show that sales for the week end- 
ing Nov. 10 were down 14% in 
Cleveland, compared to the 1955 
figure, and down 8% in the Cleve- 
iand metropolitan area. For the 
week ending Nov. 17, Cleveland 
sales were down 4%, the only drop 
reported from the ten major cities 
in the Federal Reserve fourth dis- 
trict. 


® Used car dealers, real estate op- 
erators, employment agencies and 
other small businesses dependent 
on newspaper classified ads also 
complained of sales dips due to 
the newspaper strike. 

Giant Auto Sales complained of 
a used car sales drop of 30% this 
month. Instead of selling an aver- 
age of 35 to 40 cars a week as it 
had before the strike, the company 
said, it has been selling only 15 to 
25 a week. 

Aided by the strike, on the other 
hand, were Cleveland’s radio and 
tv stations as well as surburban 
weeklies. In addition to carrying 
more ads, radio and ty stations in- 
creased their schedule of local and 
national news coverage and sup- 
plied news bulletin services to 
shop windows. Even out-of-town 
papers a day or so old enjoyed 
sell-outs, refl interest in such 
news stories as the Suez and Hun- 
garian crises and the U. S. gener- 
al election, which were blacked 
out by the strike. 


s One real estate operator also 
claimed he is glad there was a 
strike. Real estate agent Edward 
Wargo said the strike “woke us up, 
got our salesmen up off their 
chairs and out seeing people... 
The newspaper strike hurt us very 
little; in fact, it helped us, be- 
cause it gave our people a shot 
in the arm.” 

As the strike ended and first 
issues of the evening News and 
Press hit the stands last night, 
newsstand dperators reported that 
sales were about as they were be- 
fore the strike. The morning Plain 


Alter Laws to 
Aid Marketers 


Abroad: Dixson 


New York, Nov. 29—Robert J. 
Dixson, director of overseas opera- 
tions for Johnson & Johnson, New 
Brunswick, N. J., this week urged 
the U.S. government to consider 
“substantial growth in private 
American overseas investment as 
a major matter of our foreign 
policy.” 

Addressing the 43rd National 
Foreign Trade Convention, Mr. 
Dixson declared that the need for 
U.S. private investment abroad “is 
greater today than ever before,” 
for economic, political and moral 
reasons. 

Mr. Dixson suggested two ways 
in which the government could en- 
courage such investment: 


e Drop the anti-trust regulations 
for foreign operations. 


e Adopt a “more realistic tax pol- 
icy” for companies involved in 
marketing abroad. 


Mr. Dixson said he was not op- 
posing anti-trust laws for domestic 
operations. However, he explained, 
when companies operate abroad, 
they have to adjust to local condi- 
tions. And he said that these com- 
panies should be free to adapt to 
local “laws and business practices” 
—presumably even if these were 
cartel practices. 

“Business income earned abroad 
by U.S. enterprises should enjoy 
tax incentives,” Mr. Dixson said. 
He pointed out that present tax 
policies force companies to seek 
“tax haven” countries. 


s “A U.S. manufacturer operating 
directly abroad through a branch 
is taxed on its income at 52%,” he 
pointed out. “If the same operation 
is a western hemisphere corpora- 
tion, the rate is 38%, while if a 
foreign corporation is utilized, 
there is no tax until the income is 
returned to the U.S.” ( 
Encouraging American business 
to go overseas, Mr. Dixson said 
there is no doubt about the profit 
potential. He noted that during the 
1950-1955 period, profits from 
overseas branches and subsidiaries 
of American companies “increased 
at double the rate of domestic 


profits.” 


s Erik Swedish ambas- 
sador to the U.S., told the conven- 
tion that exporters to the U.S. are 
frequently frustrated by “the vari- 
ous forms of protectionism.” 

Mr. Boheman pointed out that 
the exporter who wants to-sell in 
America must count on a long- 
term haul. “He has to reckon with 
considerable investments in adver- 
tising, in building stocks and spare 
parts, in helping to organize his 
exports and so forth,” he said. 

However, he continued, “The 
impression is widespread that the 
moment you have any success 
whatsoever in selling in the Amer- 
ican market,’ U.S. companies im- 
mediately invoke the “escape 
clause” and demand an investiga- 
tion by the tariff commission. 

“Even if such investigation does 
not result in any measure,” the am- 
bassador said, “it causes consider- 
able expenditure and creates a 
widespread feeling of insecurity.” 
As an example, the ambassador 
cited the fact that during his tenure 
of office there has been almost an 
annual investigation of glass im- 
ports, “although imports are fairly 
low in the over-all picture.” 


Reeves Joins Screen Gems 
Charles D. Reeves, formerly with 

CBS-TV, has joined Screen Gems, 

New York, as a national account 


Dealer reappeared on the stands 
this morning. 


executive. 
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RELAXIN’ TiME—Lloyd Taft, exec vp of the Cincinnati Times-Star, and Sallie Whelan, 
promotion department assistant, Peoria Journal-Star, chat with Paul Jones, director 
of information, National Safety Council, who was a guest speaker at the central 
regional conference of National Newspaper Promotion Assn. Earl R. Truax Jr., 
Paul Dispatch-Pioneer Press, retiring central region president, 


““ BLOOMINGTON- 
NORMAL, ILL. 


city ZONE 


NOW! 


© BIGGEST pop. gein—18% last 5 yrs. 


®@ BIGGEST home building boom. Over $7 
Million in new construction in ‘55. 


@ OVER 100 INDUSTRIAL PLANTS. Value 
of manufactured products in ‘55 over 
$150 Million (est.) 


@ AVERAGE FAMILY INCOME $6,120 
(National av. only $5,274) 
ILLINOIS FIFTH LARGEST 

NEWSPAPER RETAIL MARKET 


(Exctuding Chicago) 


we $147 MILLION SUBSCRIBER RETAIL PURCHASES 
w $360 MILLION SUSSERIBER FES PURCHASES 


WHE - " 

Daily Pantagraph 
BLOOMINGION- NORMAL, ILL 

Represented by Gilman, Nicoll & Ruthmon 


Keep Promotion 
Material Simple, 
Windett Urges 


(Continued from Page 3) 
papers for the advertisers’ dollars, 
came in for its share of lumps and 
praise during the two-day meeting 
that was concluded yesterday. 
Criticism of tv by the promotion 
men was aimed at the tv surveys 
and at claims about how many per- 
sons watch the medium during cer- 
tain hours and on certain days. 

They expressed optimism that 
many advertisers will return to 
newspapers because of the high 
costs of tv. They felt that advertis- 
ers must get immediate and sub- 
stantial results from tv to justify 
continued use of the medium. 

But the promotion men also gen- 
erally felt that it is bad policy for 
newspaper space salesmen to rap 
tv when they are selling advertis- 
ers. “An advertiser who currently 
is using tv might have his ego hurt 
by such tactics, and this might 
work against the space salesman,” 
one NNPA member said. 


# On the other hand, a majority of 
the promotion men reported that 
their newspapers are using televi- 
sion to promote certain newspaper 


com-muni-ca‘tive* 
is the word for the Newsweek reader 


* 


com-muwni- ca'tive, adj., Inclined to impart or 


congratulates his 


Mrs. Truax Mrs. Caummisar 


St. 


projects and features, and with 
good results. 

One large midwestern newspa- 
per currently is investing more 
than $100,000 yearly in tv for pro- 
motion. Another paper in the same 
area has a tv budget of $70,000. 

A frustrated lot are the NNPA 
members who would like to use 
tv for promotional purposes but are 
not allowed to do so by their pub- 
lishers. “It’s high time that a lot of 
publishers pull their heads out of 
the sand and discover that televi- 
sion is here to stay and can be used 
successfully for our purposes,” a 
promotion man told AA. 

Paul S. Hirt, assistant promo- 
tion manager of the Chicago Sun- 
Times, told the promotion men that 
the Sunday circulation of his news- 
paper had increased by 87,000 since 
the introduction of a weekly listing 
of television programs. This special 
tv section is rubber-cemented to 
another section of the newspaper to 
keep it from dropping out, he said. 
He described the new section as 
“very successful.” 


® In a session on advertising pro- 
motion, Joel L. Irwin, promotion 
manager of the Cincinnati Enquir- 
er, reported that his newspaper has 
doubled its budget in the last three 
years to send its own space sales- 
men out into the field to solicit 
national advertising. 

“The larger budget permits « our 
own men to contact national adver- 
tisers and agencies directly in a 
much wider area,” Mr. Irwin said. 
He added that the newspaper also 
is soliciting more national advertis- 
ing by advertising in newspapers in 
some major markets. 

Theodore H. Barrett, promotion 
director of the Dallas Morning 
News and president of NNPA, dis- 
closed that his newspaper is in- 
creasing its use of direct mail in 
soliciting nationa] accounts. More 
than half of his promotional budget 
is for direct mail, he said. 
Direct mail pieces are more care- 
fully prepared, and an up-to-date 
mailing list is maintained, he said. 
His newspaper averages about 
three mailings a month, Mr. Bar- 
rett added. 


® Budd Gore, retail advertising 
manager of the Chicago Daily 
News, advised space salesman to 
contact directly the top man in 
charge of advertising for a com- 
pany. “This is th’ man who con- 
trols the purse s‘:ings,” Mr. Gore 
said, but he advi -d the salesmen 
not to ignore the  gencies. 

The developers f{ shopping cen- 
ters should be cor: acted before the 
centers are com) icted, and they 
should be urged t» write a stipula- 
tion in their leeses that certain 
amounts of mone: for promotional 
purposes should t= spent by busi- 
ness men in the : enter, Mr. Gore 
said. “If this is dove in time, there 
will always be money for adver- 
tising.” 


Caummisor Hayner 


successor, Basil P. Caummisar, Louisville Courier-Journal & Times, as their wives 
look on. Renewing acquaintances are Ray Hayner, News Palladium, Benton Harbor, 
Mich.; Charles West, Peoria Journal-Star; Jack Newman, Enquirer & News, Battle 
Creek, Mich.; William H. Klusmeier, Register-Republic, Rockford, IIl., 
Dent, Gazette, Charleston, W. Va. 


West 


ing and business situation, several 
promotion men disclosed that large 
downtown stores in several cities 
have been compelled to participate 
in extra promotions and stay open 
additional evenings because of 
competition from outlying shop- 
ping centers and business districts. 

In Green Bay, Wis., 39 of 55 
veteran business men have signed 
annual advertising contracts—an 
unusually high number—with the 
Press-Gazette, principally because 
of the threat of a new shopping 
center which is due to open soon. 


= New officers of the regional 
group are Basil P. Caummisar, 
promotion manager of the Louis- 
ville Courier-Journal & Times, 
president; William H. Klusmeier, 
promotion manager of the Rock- 
ford Star & Register-Repubiic, ist 
vp; Howard S. Wilcox, public 
relations and promotion director, 
Indianapolis Star & News, 2nd vp, 
and Robert Weed, promotion di- 
rector of the Minneapolis Star & 
Tribune, secretary-treasurer. 


Hints, 2nd-Hand 
Reports Led Him 


to Resign: Wallach 
(Continued from Page 3) 

the Chicago group last year (AA, 
Nov. 28, 55) in which he criticized 
some portions of the business press 
for indulging in practices of “ques- 
tionable integrity” when selling 
advertising space. The charges 
made by the Porter executive at 
that time were substantially re- 
peated by him at the eastern t-f. 
Club here Nov. 19 of this year. 


® The 14 points in Mr. Wallach’s 
latest letter trace his version of the 
events from the time, late in 1955, 
when he says he was offered the 
position of NIAA conference chair- 
man, to his receipt of letters of ac- 
ceptance of his resignation from 
that post sent him by John C. Free- 
man, president of NIAA, and 
George Bowen, advertising man- 
ager, Robert Gair Co. and presi- 
dent of the New York chapter. 
The chapter will be host to the 
35th annual conference of NIAA, 
scheduled June 9-12, ’57. 


Newman Klusmeier Dent 


and James F. 


remarks, Mr. Wallach admitted to 
AA that the letter he received fol- 
lowing his Chicago speech a year 
ago was from Frank Cornyn, of 
Pit & Quarry, then t.f. Club pro- 
gram chairman, rather than from 
Mr. Buehler, but he reiterated 
that it was “hardly a form let- 
ter.” He quoted it in full, including 
a sentence which reads, “In fact, 
three of our members told me that 
it was one of the most informative 
meetings the t.f. Club has given, 
and I guess it just proves that your 
speaking extemporaneously is 
much better than a prepared talk.” 


Chicago 
agency 
wanted 


Moderate size New York 
A.A.A.A,. agency wishes to 
branch into Chicago by ac- 
quiring control thru pur- 
chase of, or merger with, 
agency presently billing be- 
tween $500,000 and $2,- 
000,000. Must have some 
hard goods accounts and 
strong merchandising know- 
how. Principals would be 
expected to remain in con- 
trol of Chicago operations 
under very favorable par- 
ticipation arrangement, with 
further advantages of ad- 
ditional Chicago billing, 
New York office facilities 
and increased resources. 
New York principal will be 
in Chicago this week for 
discussions. 

Box 366 Advertising Age 

200 E. Illinois St., 
Chicago 11, Illinois 


specialized high buying 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


Power 


Commenting on Mr. Buehler’s 


developed 


people to 
gether. Yo 


paign. 


In discussing the local advertis- 


7557 


Capture your commercials—or those of your 
tors—on 


The ey enable ag and agency 
ials in leisure to- 


persemanes seems production of mo conpanane 


Write for the schedule of new low prices. 
VIDEO VIEWS, INC. 


new 
by Video Views in Los ie, 


view commerc 
u can analyze 


Sunset Bivd., Les Angeles, Collf. ——_ 
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ALBERT G. WADE, I! 


A. G. Wade, II, or Jeff as he is better known to his 
friends and business associates, represents the third 
generation of his family in advertising. His grand- 
father founded one of the oldest advertising firms in the 
U.S. in 1909, the Wade Advertising Agency. 


Jeff Wade began his apprenticeship in advertising in 
1937 as a continuity writer for radio station WLS 
in Chicago. He later became a program producer and in 
1939, joined the Wade Agency as a copywriter. In 
1942, he developed the radio package show “Quiz 
Kids” with the originator, Louis G. Cowan. 


During World War Il, Mr. Wade served with the 
Office of War Information as chief of radio section 
for propaganda in the Balkans and Middle East with 
headquarters in Cairo, Egypt. At the end of the war, 
he rejoined the Wade Agency as assistant general 
manager in charge of radio and television. In 1951, 
after the death of his father, Walter A. Wade, Jeff 
Wade assumed active management of the Wade 


Agency. Retaining the same accounts, personnel and 


offices, he formed Geoffrey Wade Advertising on April 
1, 1951. 


Continued expansion and account growth have marked 
the last five years under Jeff Wade's management. 
G.W.A.’s billing has steadily increased to where it now 
exceeds $12,000,000 annually, and represents service to 
some 15 regional and national advertisers in the phar- 
maceutical, cosmetic, food and home appliance fields. 
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